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OU CAN GIVE HER 
EXTRA VALUE + + + 


EVERY TIME YOU FIT HER 
WITH TWEEDIES + + + 


In every industry you will find manufacturers who 
believe that constant effort in the direction of 
improved quality readily passed on to the con- 
sumer is the best way to maintain a solid and en- 
during business. For years we have found this 
policy to be right. We therefore constantly have 
searched for ways of improving quality, of saving 
time and of cutting down waste. It is so much 
a part of our daily work that it might be con- 
sidered a habit. Frequently a minor factory 
operator will show us a new and better way. The 
result is reflected in the consistent quality of 
Tweedies. 








Recently we made a check-up among our salesmen 
to find out what sort of mark-up Tweedies are 
bringing at retail. We were gratified to find it 
much higher than we planned. Tweedies, there- 
fore, embody that extra value which we believe 
is just as essential in building a solid retail busi- 
ness as it is in building our own business. Tweedie 
Footwear Corporation, Jefferson City, Missouri. 
Shoemakers since 1874. 
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FRACTIONAL minor coins—H. R. 
8969, introduced July 25, 1935. 
The bill provides (among other 
things): (1) For the coinage of 
fractional minor coins in denomi- 
nations of less than one cent and 
not less than one mill. (2) For mak- 
ing the fractional minor coins legal 
tender for any amount not exceed- 
ing three cents in any one pay- 





BARGAIN 
2.956 MARKED | 


”$2.958 


ment. Purpose: Sponsored by Sec- 
retary of the Treasury Morgenthau, 
the bill is intended to facilitate the 
payment of State sales taxes in 
uniform percentages and to replace 
the tokens now in use in various 
states. 

Illinois has been coining 114- 
mill tokens about the size of a 
dime, but withdrew them July 30 
at the request of the Treasury. 

Washington has been coining 
2-mill tokens about the size of a 
quarter. 

Treasury officials deny that the 
measure contemplates a Federal 
sates tax. If and when— and 
Heaven forbid—the freak coinage 
comes—will some shoe store come 
out with $2.956 prices? 


* * * 


AFFILIATED BUYING CORP. 
of New York says: “Trends in fash- 











ions can be traced to six major in- 
fluences: historic, economic, psycho- 
logical, artistic, social and seasonal. 
The World War, the Lindbergh 
flight, the British Silver Jubilee are 
instances of historic influences. An 
economic influence is the invention 
of the automobile which made 
women’s hats smaller. Air-condi-® 
tioning is expected to influence 
Summer clothes.” 


* * * 


“ 

YOUTH and comfort are the two 
key words in modern merchandis- 
ing,” said Paul H. Nystrom, mer- 
chandising expert No. 1 and pro- 
fessor of marketing at Columbia 
University, to a group of retailers 
at the Palmer House in Chicago. 


HOw ABOUT A NEE SHINEY AUTO 
SOR REFRIGERATOR 7 
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“Youth has the spending power. 
The average spender of today is 
actually several years younger than 
those of a decade ago. Youth and 
vigor won out during the depres- 
sion, when old age and experience 
dropped by the wayside. The redis- 
tribution of wealth has also been 
partly responsible for the new 
order. 

“The key to the personal phi- 
losophy of the majority is still 
youth. Those who are middle aged 
wish to stay the hand of Time. 
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Those who are old wish to turn 
the clock back. Thus 99 per cent 
of the people are either young or 
are thinking of means and ways of 
appearing so. Comfort must be re- 
stored to purchasing so that mod- 
ern women will spend as much 
time in stores as their grandmothers 
did and make up their minds in 
an atmosphere of leisure. Buying 
has become a drudgery because the 
customer has city, town and shop- 
ping fatigue.” 


GENUINE buckskin is made of 
deerskins, originally skins of buck 
deers being preferred because of 
their strength and so the term 
BUCKSKIN, which is applied to 
skins of both bucks and does. 
Most all deerskins are brought 
from abroad, China, Brazil, the 
Mediterranean countries and others 
sending them here. Domestic deer- 
skins are few and far between. 
That’s because the deer have been 
most all killed off. Time was when 
venison was plentiful and so were 
deerskins. A man who wanted a 
dinner, took his gun from the rack 
by the door and went out and got 
some venison and made leather for 
shoes from the skin. In those days, 
as many as 200,000 were sent from 














New York to England to be tanned 
into leather. What would happen 
to leather and shoes if 200,000 
domestic deer pelts could be picked 
up in the markets? 


a * * 


W. H. BURCHFIELD, vice-presi- 
dent of Joseph Horne Co., Pitts- 
burgh, Pa., says: 

“It seems to us that reports of 
general business activity in our 
community, supplemented by the 
record of the past several months, 
are indications that a 10 per cent 
increase in the sales volume for the 
Fall of 1935 should not be an 
unreasonable expectation. Support 
for this is in the fact that there is 
clear evidence of a more sustained 
purchasing power for better mer- 
chandise, which we believe will con- 
tinue. This is probably due to the 
fact that our chief industries, ‘dur- 
able goods’ industries, show increas- 
ing operating activity, with book- 
ings of new business on the increase. 
Furthermore, reports country wide 
indicate a similar condition, so that 
the sum total should result in con- 
siderably better business for the 
Fall of 1935.” 








KENNETH M. GOODE, in his new 
book, “Move Your Merchandise,” 
says: 

“Somebody once said that Amer- 
ica won the World War because our 
army alone had privates smart 
enough to make up for the mis- 
takes of their officers. America’s 
smaller business men, in much the 
same manner, may be wiser than 
New York and Washington. For 
every little small-town merchant 
knows that he cannot profit—or 
even survive—unless he _ hustles 
around fast enough to turn over 
his working capital so many times 
a year. Basically, as we have just 
noticed, the nation’s problem is to 
keep the whole turning a: fast as 
its parts. A druggist can double 
his per-$l-profit by turning his 
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A-MEN 


AXQU TOO, CAN OWN ONE 











—The world at large has heard a 
lot about G-Men but I'm wonder- 
ing how much they know about 
A-Men. 

—A-Men also protect the public 
interests. 

—A-Men are masters of motion. 

—They know how to keep money 
in motion and goods in motion. 

—A-Men are economic scouts; they 
are always unearthing new things 
and new uses for things. 

—Every day is an opportunity day 
for A-Men. 

—Their pioneering spirit has opened 
up a new world of comforts and 
luxuries. 

—Without A-Men we would not be 
enjoying the record-high stand- 
ard of living which places Amer- 


@ ica first among the nations. 


—A-Men encourage and promote 
mass production and mass con- 
sumption. 

—A-Men make it possible for the 
American dollar to buy more than 
any other dollar. 

—A-Men stimulate the imagination 

—create the energy to produce 
and enjoy more and more things. 

—A-Men are Advertising Men. 

—The World would be a drab and 
dreary place without A-Men. 


C ns CCl. 


President 





money three times as fast. So can 
a nation! Quick turnover permits 
small profits; small profits permit 
low prices; low prices permit mil- 
lions of additional purchases. The 
moment American business thus 
singles out selling—call it rapid, 
adequate, profitable movement of 
merchandise—as its primary job, 
other major problems will begin to 
solve themselves.” 


* * * 


L. B. McKELVEY, president of 
G. M. McKelvey Co., Youngstown, 
Ohio, says: 
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“From present indications we 
look for a 10 per cent to 12 per 
cent increase in retail volume here 
in the Fall, due largely to better 
mill operations and new Govern- 
ment work. Indications are that 
retail business through the country 
will show improvement over last 
year. We note some demand now 
for better quality merchandise and 
expect it to continue.” 


* * * 


| MPROVED suede. Tanners are 
installing new machines for sued- 
ing leather, and the machines, being 
unusually finely built for leather- 
working machines, are yielding an 
unusually fine nap on the leather. 
They are abrasive buffers. Tanners 
are also improving their tannages 
and colors on suede stock as they 
learn more about the leather in the 
school of experience. Output of 
suede leathers for this year is ahead 
of former years. It used to be that 
suede was a one-season leather, the 
demand for it being chiefly for Fall 
shoes. But now it’s a year-round 


leather. 
* * * 


—) enby NEEDS FIVE 
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Mkrs. DAY’S Ideal Baby Shoe 
Company of Danvers, Mass., is 
making up sets of shoes for Christ- 
mas gifts, as well as for baptismal 
gifts; and it is a singular circum- 
stance that, since the Dionne quin- 
tuplets became news, there is a 
larger demand for baby’s shoes in 
sets. 

Displays of quintuplet sets of 
shoes, as made for the Dionne 
youngsters, as well as pictures of 
them in the newspapers, have prob- 
ably started a lot of folks to think- 
ing of shoes in sets, at least, shoes 
for babies. 


* * * 


“THE public must know!” That 
is the slogan of a three-year na- 
tional educational advertising cam- 
paign to be launched soon by the 
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National Leather and Shoe Finders’ 
Association. Purpose of the cam- 
paign, to be executed under direc- 
tion of the association’s Trade 
Promotion Committee, is to “pro- 
mote more and better shoe repair- 
ing.” 

The need for such a program of 
education is graphically illustrated 
in figures prepared by the associa- 
tion. They show that shoe service 
shops, in 1917, did a gross volume 
of business of $500,000,000. In 
1923 this volume had dropped to 
$376,000,000, and in 1934 to be- 
tween $100,000,000 and $125,000,- 
000. Furthermore, the 1917 vol- 
ume was divided between 60,000 
shops, while the reduced 1934 vol- 
ume was divided among 85,000 
shops. 

“By means of advertising and 
educational publicity, the public 
must be educated to a greater evalu- 
ation of and respect for shoe ser- 
vice. Because foot health is as im- 
portant to the public happiness and 
well-being as are good eyes and 
teeth, the public must be made more 
foot conscious.” 

In the general advertising cam- 
paign, frequent spot announcements 
will be used on a large number of 
picked stations. In addition to 
newspaper advertising, individual 
shoe service shops will be urged to 
tell their story through window dis- 
plays, circulars, signs and motion 
picture slides. Ample material for 
use by individual shoe service shops 
will be available to shops. Prelim- 
inary work on the campaign, in- 
cluding surveys and research, has 
been under way for some time. The 
campaign is expected to be started 
early this Fall. 


* * * 


“CoNSUMER demand is improv- 
ing,” says the First National Bank 
of Boston in its recent market let- 
ter. “This is evidenced by the 
satisfactory character of business 
recently booked by shoe manufac- 
turers. The trade is looking for- 
ward to an active Fall demand. 
Tanners report a heavier inquiry 
for leather as manufacturers com- 
plete their estimates of Fall require- 
ments, and an increasing amount of 
this interest is being converted into 
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orders. Quotations are steady all 
along the line.” 


* * * 


u 

IT is said that men are motivated 
by one or more of four cravings— 
love, money, adventure or religion. 


I think another craving is a stronger 
factor in the lives of many men 
than is generally realized. That is 
the craving for comfort and ease. 
Great masses of men settle into an 
everyday routine and sink into me- 
diocrity because they don’t like the 
discomfort of constant, eager striv- 
ing. They won't even stir them- 
selves unduly to maintain contacts 
with fellow humans, without which 
they lose the stimulus of new ideas 
and viewpoints. They live each day 
solely for the purpose of enjoying 
the ease which they hope the end 
of the day will bring. What they 
get out of life is quite different 


from that gained by the more ac- 
tive, ambitious, striving individual. 
They get the restful but dulling ex- 
perience of not having to over- 
exert themselves, mentally or physi- 
cally; the striving individual gets 
the satisfaction of being alive. 
And nature has been wise enough 
to leave it entirely to the individual 
himself as to which he wants 


aaa By BERT BARNES 


*% * * 


“T HE way and manner in which a 
salesman handles a shoe in front 
of his customer has a decided in- 
fluence on that customer as his or 
her value of the shoes will be large- 
ly set by the salesman’s attitude,” 
says E. L. Lavender, manager of 
the Foot Health Headquarters in St. 
Louis. When a salesman handles 
a shoe with a great amount of re- 
spect and deference, the trade is 
sure to notice it and to follow suit. 
It may be a lot of work to properly 
lace a shoe before returning it to 
the box and then to pack it in right, 
but it is good business to do so, be- 
lieves Mr. Lavender. 
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"You're right, Daughter. He's a poet to boot." 




















A planned turnover is necessary 
in order to determine in advance 
the exact amount of stock to 
carry, and to sell within a stipu- 
lated time. Money is made on 
goods sold—not on goods bought 
or goods on the shelves. Turnover 
is simply a measuring stick, a 
thermometer of the business 
which indicates the reasons for 


the profits and the losses. 


Keen buyers never allow their 
stocks to get below a certain turn- 
over as they realize they cannot 
reach a fair efficiency unless they 
show a fair stock turn. On the 
other hand, too high a turnover re- 
sults in too many sales being lost. 
It is a fallacy for any merchant to 
attempt to get too high a turnover. 





Business figures have a tremendously important 
story to tell the retail shoe merchant for his guidance in 
store operation. 

Easily obtainable vital figures of one’s own business, 
which must be studied for two important factors, con- 
front all retail shoe merchants for the coming season. 

Inflation is regarded by many as a certainty, and so 
is the complex style situation. A buyer must be pre- 
pared to arrive at the right conclusions. This is espe- 
cially so of those retail shoe businesses whose volume 
is $50,000 and under. He must know what to buy and 
in what proportions. 

This story will tell of a workable plan whereby a 
merchant, regardless of his size, can accurately gage 
the exact number of pairs of shoes he should have on 
his shelves, as well as the types of shoes. 

Higher prices for shoes will definitely bring a buyer 
into contact with a considerable amount of high pres- 


Buy onthe MARKET... 
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sure factory selling. It always has been so and prob- 
ably always will be. The temptation to load up on 
staples and alleged “sure-repeat” numbers has never 
proved to be a successful operation for the small buyer. 

“Buy on the market and sell on the market,” is a 
safer policy. 

As to fashions, more eye interest will appear in all 
stores as time goes on. 
This will be true re- 
gardless of the kind of 
store or the price of the 
shoes sold. Even con- 
servative health foot- 






















wear is by no means a plain black or brown proposition. 
“Gear No. 1” is the first problem—in color, in pattern, 
in material and in selection. 

With prices and styles both on the loose at the same 
time, the problem of keeping a balanced stock, which 
turns regularly and actively, is of prime importance. 
All larger stores are fully aware of this condition, so are 
paying close attention to departmental records with a 
view of keeping the sales and purchases in the proper 
ratio of one to the other. 

A problem most small retailers face is that of too 
much stock. Pressure from all sides is brought to bear 
to keep too many goods on the shelves; from traveling 
salesmen with sales quota and expenses to make; from 
clerks in the store who find it easier to sell new goods 
than old; from personal customers who delight in tell- 
ing the resources of the big stocks of the big stores. 
Just how to cut down ohe inventory, so that a flow 
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By 
HARRY R. TERHUNE 


And SELL on the MARKET 





of new, fresh goods coming in the 

back door will be in keeping with 

the sales going out the front door, 

is a problem. It is a problem that 

can be solved by studying Gear 2 
and figuring the ratio of goods in each department. 

The reason why larger stores are showing a much 
better proportionate gain in shoe sales the past year or 
so is because they know their store facts and figures 
intimately, so were able to plan their stocks to get a 
maximum number of sales. 

A small business because of its flexibility can be more 
adaptable to the community demand than a big business. 
Some big businesses are so large that they are un- 
wieldy. For that reason department stores, especially, 
are dividing their shoe business into separate depart- 
ments in different parts of the store. 

The majority of shoes sold in this country have gone 
from the fitting stools of the small stores. This will 
continue to be the case only as long as the small store 
demonstrates its ability to adjust itself to the ever- 
changing conditions. Small stores will face stronger 
and keener competition than they have ever known, so 
they must know their figures if they are to survive, let 
alone getting the full advantage of the big breaks which 
are now before them. 

A planned turnover is necessary in order to 
determine in advance the exact amount of stock 
to carry and to sell within a stipulated time. 
Money is made on goods sold, not on goods 
bought or goods on the shelves. 


Watch T. O.and Oper- 
ate “in Gear” with Purchasing 
Power of Community. 


What is the good of knowing a stock’s turnover? 
Just so one may accurately measure the progress or 
decline of a business. 

Turnover is simply a measuring stick, a ther- 
mometer of the business which indicates the rea- 
sons for the profits and the losses. 

Turnover tells whether a shoe man is creating or 
eliminating markdowns. A slow turnover indicates that 
he is facing markdowns, while a rapid turnover means 
that he is eliminating markdowns. 

Keen buyers never allow their stocks to get 
below a certain turnover as they realize they can- 
not reach a fair efficiency unless they show a fair 
stock turn. On the other hand, too high a turn- 
over results in too many sales being lost. It is a 
fallacy for any merchant to attempt to get too 
high a turnover. 


Many buyers check their stock turns at least once a 
month, by departments, and in many cases by lines. 
This checking depends on how close seasonable numbers 
need watching. Buying budgets are always based on 
estimated turnover. 

A number of typical shoe stocks of stores doing from 


$20,000 to $50,000 were studied. It was found that 
while they varied considerably as to volume sold in the 
four major classifications, men’s, women’s, juvenile, and 
sundries, it was possible to arrive at a fair proportion- 
ate average. The figures given on Chart 1 represent a 
composite situation and are given in round numbers for 
the sake of easy comparison. Any merchant with this 
outline before him can readily chart out his own posi- 
tion by actual reckoning. 

Good merchandising practice calls for the breaking 
down of the inventory into four major groups, then into 
as many sub-divisions as the case warrants. Small 
stores, who need this information of their own’ business 
most, are the ones most inclined to buy by the “guess” 
method. Their attention is directed to the simple way 
in which this vital information may be obtained. 

[TURN TO PAGE 40, PLEASE] 




















Having a 
Store Policy— 
And Playing It 


How Consistent Adherence to Prin- 
ciples That Have Proved Sound 
and Successful Has Helped a Los 
Angeles Shoe Business to Forge 
Ahead During Difficult Years 


any other manner. 


PoLicy” and “numbers” mean certain things to 
the racketeers and something vastly different to smart 
shoe merchants. 

Since this is not another gambling expose, we may 
as well forget the racketeers and consider the mer- 
chant—in fact, one merchant in particular, Clarence 
H. Fontius of Los Angeles, owner of the Cantilever 
and Ground Gripper shoe stores, two separate estab- 
lishments in this extraordinary West Coast city. 

Let’s see how “policy” has entered into this retailer’s 
success. That he has enjoyed success is evidenced in 
his recent opening of a beautiful new Cantilever shoe 
store, so that he can better care for the growing 
“numbers” heretofore served in a third floor shop. 

Realizing that here was a shoe merchant whose busi- 
ness has been steadily growing during the past trouble- 
some years, we asked ourserves “Why?” and then asked 
the same question of Mr. Fontius himself. His answer 
makes interesting reading and explains the reference 
to “policy” and “numbers.” 

To the question, “Mr. Fontius, how do you account 
for the continuous growth of your business in the face 
of generally adverse conditions?” He answered with 
one word—‘“Policy.” That answer was interesting but 
not very enlightening, so then I asked: “What do you 
mean by ‘policy’?” Thereupon, Mr. Fontius pro- 
ceeded to supply the following facts, which I believe 
may serve as a worth while reminder to shoe men. 


The overhead sign and the base of 
this new Fontius store are of mir- 
rored glass. The overhead sign 
catches every bit of light in the 
street, both day and night, so it 
is unnecessary to illuminate it in 
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“At all times the establishment and strict adherence 
to a definite policy has been of multiplied importance 


during the past few years. Naturally, any business 
which has survived as long as ours, (20 years for our 
Los Angeles Ground Gripper and 15 years for our 
Los Angeles Cantilever store), has operated on a 
policy of Complete Customer Satisfaction. We sincere- 
ly believe our greatest asset is the advertising given us 
by the thousands of men and women whom we have 
satisfactorily served for many years. 


“STATISTICS show us that 52 per cent of our new 
customers come upon recommendation from present 
customers. In order to insure their satisfaction, we have 
maintained strict specifications on our merchandise, 
holding steadily to the original lines with which we 
started. Although we have been tempted from time 
to time, as have all merchants, to seek extra volume 
and extra profit by the addition of other lines, we 
have refrained from doing so. We are convinced that 
this policy has been one of the chief factors in our con- 
tinued growth during depression years. 

“Another plank in our platform has been that of 
avoiding “sales” whenever possible. In our opinion, 
special price reductions are justified only when an 
actual surplus of broken styles or sizes has accumu- 
lated. Periodical sales work a distinct hardship upon 
any business seeking a steady flow of patronage. 
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“Wirnout 4 ‘ 

oubt, customers do become ‘sale- 
minded’ to the point of waiting for sale periods in 
which to purchase, with the result that the proper profit 
is seldom secured. ‘Sales’ have the additional disad- 
vantage of crowding a lot of business into a short 
time, necessitating the employment of extra salesmen 
who, good as they may be, are seldom able to give 
the type of service which we know is so important for 
the ultimate satisfaction of our trade. I believe that 
our avoidance of periodical sales has been a contribut- 
ing factor in our modest success. 

“Of course we do accumulate broken styles and 
sizes which must be cleared away from time to time. 
This is accomplished in a very simple manner. By 
checking our files back several years, it is easy to 
determine the names of those customers who have 
purchased only at special prices. To those persons 
and to those persons only, do we send an announce- 
ment that certain broken lots of shoes will be avail- 
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to the complete list of customers and did an excep- 
tional volume of business in three weeks prior to 
moving. This sale was carefully prepared by a pur- 
chase from the factory of discontinued styles on which 
we could secure our regular mark-up, at the same time 
offering them at sale prices. 


“As every merchant knows, his business suffers a 
big drop following a sales period, as a great many 
of his regular customers have simply advanced their 
time of purchase a week or a month or two. In our 
particular case, we were confident that the sales made 
to our regular customers during the special price mov- 
ing period would be equalled by the additional new 
business which would naturally come from the new 
street floor location. This has been the case and the 
new store has not suffered any loss of business during 
the first two months of its occupancy. 





able at reduced prices. In every instance this announce- 
ment has proved sufficient to move the surplus mer- 
chandise; has maintained those customers whom we 
are convinced would not buy at regular prices and 
has not disturbed the price structure with our regular 
customers. I am confident that many other merchants 
have used this method. 

“Before leaving the matter of sales, our experience 
in moving our Cantilever store is worth citing. At 
that time we did send a special price announcement 








"Complete Customer 
Satisfaction" is one of 
the cardinal points in the 
store policy of Clarence 
H. Fontius of Los An- 
geles. He recognizes the 
importance of providing 
an attractive, comfort- 
able selling environment 
which will appeal to the 
public. 


“Another matter of policy which is of considerable 
importance in our case, has been the maintaining of 
two stores a block apart, rather than merging them 
into one, as many have felt called upon to do during 
recent years. Advantages of reduced overhead, smaller 
personnel, combined stocks and similar temptations 
were considered from every angle. It was felt that 
we could not possibly hope to do in one store the 
volume of business which can be had in two stores, 
[TURN TO PAGE 37, PLEASE] 











Frosty tingle in the air—leaves swerling in the wind 
—hillsides ablaze with color—the smoke of a camp- 
fire—underbrush crunching underfoot. 

To every sportsman the mention of Fall brings to 
mind a picture of past experiences and a longing for 
the glorious out-door days ahead. 

To you they may be just another pair of hunting 
boots or waders—to him they’re seven league boots 
that will carry him on joyous journeys. So, give 
them plenty of “atmosphere,” in the windows and in 
the store. 

Within an hour’s ride, or less, of most every store, 
are plenty of logs and boughs, branches, leaves and 
rocks to make the background, and most anyone can 
get hold of stuffed or live animals to add the finishing 
touch. Also available are pictures of local hunters 
and fishermen, often with their prize kills or catches. 

A schedule of local game seasons and laws is also 
a good touch; and perhaps a gun and a rod or two, 
of a type that are favored locally. 

All of which helps to make a sportsman feel your 
appreciation of his love of the out-of-doors, serves as 
a lure, and makes him especially receptive to the facts 
about your sports shoes that should be accurately told 
on descriptive display cards. 

Carry on by having a “sportsman’s” corner at the 
back of the store. Dress it up with boughs and leaves 
and tree bark, taking a lesson, perhaps, from some of 
the Scout shacks used by various stores. 


SHOW SPORTSMENS SHOES IN 
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There’s business to be done in footwear for active 
If you’re not getting this 
additional business, check up, and see what you're 
missing. 

And if you carry them, give them a chance. There 
isn’t any display you'll use at any time during the 
year that will cost you less, or help more in making 


sports in most every town. 


sales. 

The pictures shown on these pages illustrate a win- 
dow display of sportsmen’s boots, moccasins and other 
outdoor sports shoes which was used by the S. J. 
Brouwer Shoe Company of Milwaukee. A. G. Hein- 
miller, advertising manager of the Brouwer store, 
describes the display as follows: 

“This display of outdoor footwear covered one entire 
side of our show window, about 30 ft. long. It was a 
natural setting, made with real cedar boughs, birch 
longs, stones and imitation grass. Through the trees 
protruded the head of a deer. Among the trees were 
quail, owls, partridge and pheasants. 

“The merchandise shown included boots, oxfords, 
slippers, camp shoes for men and women, riding boots 
for men and women, play shoes for men and women, 
boys and girls, moccasin boots for women, etc. 

“The signs in the background were made of card- 
board that looked like real boards. The large stones 
on the floor also contained sales messages, as follows: 

“*You can’t enjoy your vacation if your feet hurt!’ 

“ “Proper shoes assure camp comfort.’ 
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Real cedar boughs and natural birch 
logs gave this display of hunting boots 
its realistic appearance. 


“*More than 6000 pairs of Research Pla-Shus Sold.’ 

‘Research Leather Pla-Shus keep active feet strong 
and healthy.’ 

“*True Moccasins Fit Like Gloves. 
completely encircles the foot.’ ” 

This window was designed and installed by Stanley 
J. Brown, display manager for the Brouwer store. “It 
stopped more people and created more favorable com- 
ment than any display we have ever had of this type 
of footwear,” Mr. Heinmiller said. 

September, October and November are peak months 
for the sale of hunting types of shoes in most localities, 
so now is the proper time to give serious thought to 
the possibilities of developing extra business for your 
store through the promotion of these outdoor special- 
ties. There is a tendency for a great deal of this busi- 
ness to gravitate to the sporting goods stores, and other 


Upper leather 


stores where hunting and camping paraphernalia are 
sold, mainly because the average shoe store, in the past, 
has not made a very aggresive effort to sell these 
specialties. 

The possibilities for profit, on the other hand, are 
well worth the serious consideration of every mer- 
chant, operating the type of store in which such foot- 
wear can be sold. Hunting boots, riding boots, moc- 
casin types and camp footwear sell for good prices, 
so every extra pair is a worth while item. There are 
also important possibilities in the sale of rubber foot- 
wear for hunting, fishing and camping and this mer- 
chandise also has a proper place in special promo- 
tions at this time of year. 

It should be worth the while of every shoe merchant 
at this time to canvass the possibilities of hunting and 
outdoor footwear in his community, learn what types 
of boots and shoes are favored locally (if he is not 
already fully familiar with the local demand), make 
sure that his stocks are in order and then plan an ac- 
gressive promotion for the next three months, 


Outdoor Atmosphere ..... 


Biggest Hunting Season Forecast by 

Record Registration for Licenses, and 

Shoe Stores Can Earn Worth-While 
Profits Through Strong Promotion 


a, 
Pom 
A display that "stopped more . people 
and created more favorable comment 
than any display we have ever had of 
this type of footwear,” according 
to A. G. Heinmiller, of S. J. Brouwer 
Shoe Co. 
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Illustrations here and on the following page show a 
few of the early Fall shoe ads, with an editorial 
presentation of Fall styles from The New York Sun. 


Macys present, 
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Ads Feature Fall Footwear 


Wirn Aug. 19 definitely accepted as marking the 
date for Fall Shoe Opening, advertising of Autumn 
shoes took prominent place in the newspapers last 
week, replacing the clearance sale publicity that has 
dominated the shoe advertising story since the Fourth 
of July. Thus it appears that the promotion of early 
Fall Opening idea has borne constructive fruit, both 
in helping to control the clearance situation and in 
stimulating the earlier promotion of shoes that can 
be sold at a profit. 

Judging from a hasty glance at some of the first 
of these Fall shoe ads, it is apparent that suede is again 
destined to play a very important role in the promo- 
tion of women’s shoes for early part of the season. 
Many of the most conspicuous of the shoe ads appear- 
ing in the newspapers last week featured suedes in 
various styles and types of shoes and in variety of 
Autumn colors. Suedes with contrasting trim were 
played up prominently. 


New Season’s Styles Replace 
Clearance Merchandise as 
Stores Observe Fall Opening 


The New York Sun, which carries much shoe adver- 
tising from metropolitan specialty shoe stores and 
department stores, devoted a special editorial feature 
on its fashion page of Aug. 14 to an analysis of Fall 
shoe trends by Kay Thomas, one of the fashion writers 
on the staff of this newspaper. Basing her observations 
on what the New York stores are showing, Miss Thomas 
wrote: 

“Feet are getting gayer. Taking their cue from 
dresses, Fall shoes, both in design and color, are more 
interesting than for several seasons. Stitching, buckles, 
tongues, perforations and bows have been creeping 
upon footwear until now there is a style for almost 
every possible type of costume. 
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“Contrast in color and leather is the keynote to Fall 
foot fashions. Suede is combined with patent, with 
alligator, with kidskin. This is true in pumps, oxfords 
and strapped models. Sometimes both stitching and 
strips of patent or kidskin are seen on suede. And 
braid, which is so important a decorative motif in Fall 
dresses, is used widely on shoes. One of the shops has 
a grand-looking continental six-eyelet oxford in suede, 
with soutache braid worked over the vamp and side in 
a delightfully deceiving way to make the foot look ever 
so much smaller. 

“There is a general conspiracy, in fact, to fore- 
shorten the foot. The square toe and the square heel 
cut inches off the length of the foot, and now there is 
a tendency towards a higher cut over the instep and 
the use of decorative tongues to attract interest to the 
center of the foot and thus shorten the general effect. 


"G ROSGRAIN bows are favorite decorative touches. 
They appear on the low-heeled patent dancing pump 
which one of the Fifth Avenue shops has launched so 
successfully. They are seen even un walking suedes, 
as in the square-looking model photographed. 

“Tongues, too, appear on walking as well as after- 
noon shoes, although when they’re more formal, a 
metal or cut-steel buckle is a favorite addition. - 

“Color promises to be important. There are greens 
and wines and navy suedes in September to match 
costumes, as well as the conventional blacks and 
browns. Navy, by the way, is ceasing to be treated 
as a stepchild in Fall footwear. There is an interest- 
ing collection of suedes in this color now, which will 
tie up nicely with navy outfits held over from Spring.” 

Ad copy used by the stores to tell the story of Fall 
shoes gives a revealing picture of the featured styles, 
as well as the fashion angle from which these Fall 
shoes are being promoted. For example: 

“Here’s the new militaire,” says B. Altman & Co., 
Fifth Avenue. “A Balta, with high smart throat and 
open instep . . . in black, brown or navy suede with 
a dainty piping of patent that looks like braid . . . for 
your first dark town dress. 15.50.” 

The braid idea, mentioned above, is stressed by 
Lord & Taylor in a striking advertisement captioned 
“Suede with Braid.” And the copy amplifies the 
theme. “Braid here, braid there. Even braid on your 
shoes this season. Here it is discreet dressmaker detail 
that emphasizes the clean-cut lines of the oxford and 
sandal, and the slightly rounder toes which look so 
much more graceful with the new shorter skirts. New 
Indus brown, or deep sooty black. Sixth floor. 10.50.” 

“Remember the infield ghillie for late vacations or 
campus wear,” advises Altman in another advertise- 
ment addressed to the younger set and the college girl. 
“Remember . . . it comes in all white, black, blue, gray 
or brown bucko, white with brown, chamois with brown, 
[TURN TO PAGE 40, PLEASE | 








Gur stock includes |! 
many smart styles for 
town and country wear, 
and a great variety of | 
shoes for practically 
every sport. Many are 



































































Cooperation in the Public Interest 


AN address before the American Osteopathic Asso- 
ciation: In designating the title of my talk—Coopera- 
tion in the. Public Interest between the Shoeman and 
the Doctor, I put especial stress on the words “in the 
public interest,” a phrase used by every President in 
every message, and by every congressman in every 
speech. To talk, therefore, to the American Osteo- 
pathic Association under that theme is to come to a 
true source of effort predicated entirely on the words 
“in the public interest”’—even more significant than 
to talk before shoemen to whom I have been coun- 
sellor and mental partner for 25 years. 

Fundamentally, the shoe merchant must think in 
commercial terms—he ventures in trade for profit. He 
has only quite recently, in the historic sense, realized 
the need for putting service before profit. A well- 
conducted enterprise cannot fail to return a profit, but 
profit must and inevitably will come as a reward for 
good service—it cannot be the basis, it must be the 
result of service. 

Have I premised my talk with the economics of 
business—or is the same statement equally true of the 
osteopath—service before the profit in the public in- 
terest ? 

Then my next premise is “an absence of fear of the 
future or veneration of the past.” No other profession 
has an objective life like that of the medical profes- 
sion. For the doctor’s ultimate aim is to make 
everybody so healthy that there will no longer 
be any need for doctors. But the commercial 
shoeman’s ultimate aim is to make everybody 
so foot-conscious that there will be no limit to 
the amount of footwear needed for the complex 
and diversified life of the future. 

Can we bring about real cooperation between so 
diverse philosophies? I think so--if we will lessen 
our “veneration of the past.” The shoeman in his 
field has certain skills and experiences that come with 
direct contact with hundreds and thousands of persons 
whose footwear needs he tries to fill. He endeavors 
through ready-made shoes to fit an infinite variety of 
feet, each with a personality of use that differs from 
everyone else. His is a task of reconciling a stock of 
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ready-made shoes to the length, width and volume of 
an individual foot before him at the fitting stool. 

Over the years he has done a fair job of it—-a prac- 
tical tester of human habits of locomotion and pro- 
vider of a modern instrument for such usage. He 
ventures his money and time and brains in the hopes 
that his selection of footwear is right for the human 
foot, eye and purse. Obviously he is not as dumb as 
he is made out to be by many book-taught Doctors of 
Philosophy, etc., who venture only in words and mind. 

So I became a realist in my visualization of the 
practical work of sincere shoe merchants who have 
no other laboratory than a simple room with chairs 
and shelves, but who do as great a work in the public 
interest as medical men, white-jacketed as they stand 
in hospitals and laboratories observing patients, watch- 
ing experimental practices and bending over test tubes 
and retorts. 

Eagerly have I watched for cooperation between the 
two great fields dedicated to social service. When will 
“reverence for a diploma” and “reverence for rule of 
thumb” philosophy meet in the public interest? Not 
so long as one sticks to his store and the other to his 
laboratory. I want to give point to the needs of the 
day—realistic not wordistic—cooperation between the 
shoe merchant and the doctor. A scientific friendship 
for progress between the osteopath who specializes 
in the correction of deranged mechanism of the bones, 
nerves, blood vessels and tissue; and seeks a remedy 
by manipulation of these parts—and the shoe man who 
specializes in the service of footwear selected to prop- 
erly support bones, nerves, blood vessels and tissue, 
so that the wearers (126,000,000 of them) can walk, 
jump, run and rest in comfort and yet retain those 
harmless pleasures of fashion in design and materials 
that make footwear pleasurable as well as useful. 

What do I propose—after a life of shoes extending 
from my selling leg-boots to farmers to influencing 
progress through ventilation and health in sandals? I 

[TURN TO PAGE 39, PLEASE] 
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STANDARD GOODYEAR 
WINGFOOT — world’s 
most popular and most 
widely copied heel design. 
Non-skid cups. Neat, 
smooth-fitting. The aristo- 
crat of rubber heels 


CUSTOM GOODYEAR — 
corrugated non - skid face. 
No nail holes. A de luxe 
heel in every way for your 
finest shoes 
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RIBBED GOODYEAR 
WINGFOOT — neat, so- 
phisticated, modern. 
Smart streamlined rib 
design gives added style 


IMU OV 


LEDGE GOODYEAR 
WINGFOOT — gives rug- 
ged service. Non-skid 
cups. Nails down flat. 
Swagger campus style— 
popular with younger 
people 


NEW WOOD.-CORE 
GOODYEAR — a light- 
weight, long-wearing new 
heel for smart shoes. 
Wood core. Attractive, 
non-skid face. No nail 
holes 


FOR SALES! 


VERY one of the five fine heels shown above can help you 
sell shoes. 

For each of these heels gives you the extra sales strength of two 
good names—the “greatest name in rubber” plus the name on 
your shoes. 
And, as a merchant, you know what good names mean to customers. 


So, tell people that your shoes have Goodyear Wingfoot Heels — 
talk two good names instead of one. More people walk on 


Goodyear Wingfoot Heels than on any other kind. 


Just see how the Wingfoot “heel-mark of distinction” means busi- 
ness — for you! 
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WINGFOOT HEELS ano SOLES 


‘MORE PEOPLE WALK ON GOODYEAR WINGFOOT HEELS THAN ON ANY OTHER KIND 
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Temptation or Opportunity ? 


By 
MURRAY C. FRENCH 











‘DATED BUYS 


"Opportunity knocks but once" 











. . « but the Real Trick is to 
Distinguish Opportunity from 
Temptation 











We all know the old saw, “Yield not to temptation.” 
And the equally famous untruth, “Opportunity knocks 
but once.” 

But what most of us want to know is how the devil a 
fellow is going to tell a temptation from an oppor- 
tunity. (A temptation, you know, is simply an oppor- 
tunity that turned out wrong.) 

For instance, once upon a time John Smith, the shoe 
man, was “all bought up” for at once, meaning August 
and September. Being a careful merchandiser, he was 
turning his left ear, the deaf one, to the arguments of 
friend traveling man that he should loosen up with an 
order for stock number C4629—among others. 

“Nope! I’m all bought up,” grumbled Smith. 

“Could you use a hundred extra sales this fall? Just 
buy—-” 

“All bought up, I tell you.” 

“Just buy one hundred pairs and I'll deliver them 
right now, date the bill November and you discount it 
December tenth.” 

(Life is funny that way. Manufacturers demand cash 
from the man who has no cash—and offer long credit 
to the fellow who already has plenty of both credit and 
cash. ) 

John Smith pricked up his right ear, the good one. 
Then he shook his head. “Don’t tempt me.” 

“Ah, my friend,” urged the salesman, “this is not a 
temptation; this is an opportunity! You'll sell every 
pair before you have to pay for them. Think of it, one 
hundred extra sales! And all velvet to you!” 


There is certainly nothing to lose, said John Smith 
to himself. And so he bought two hundred pairs in- 
stead of one hundred, thus letting opportunity in both 
the front and the back door. 

The shoes came in promptly and the boys patted 
Boss Smith on the back; selling was a pleasure now 
with so many extra pairs on hand. They didn’t have to 
scratch around in the odds and ends trying to find 
something to fit their customers. No, sir; they didn’t 
even go near the odds and ends. 

In fact, by December tenth almost all of this “dated 
buy” had been sold. As John Smith discounted his 
invoice he congratulated himself for his sagacity in 
grasping that grand opportunity. 

But that sagacity suffered somewhat of a setback at 
the semi-annual inventory February first. This inven- 
tory brought out the distressing fact that the stock was 
two hundred pairs heavier than usual. Worse yet, one 
hundred and fifty pairs of that excess were in shoes 
over six months old. That’s bad! 








INVENTORY 
Age of Stock Last Year This Year 
Under 6 months.........: ren Se 1,200 1,250 
6 to 12: months... ........5...: 400 450 
Over 22 MNES... Sess wd 200 300 
1,800 2,000 
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NO. 4771 







Tan Elk 
LASSIE 





NO. 4888 


Loth Numbers Sizes 12', to 3 — $2.40 
@ 

Have you received your copy of 

Edwards’ new Stock-Styles Cata- 

logue for the Fall-Winter Season? 

If you haven’t, WRITE TODAY! 








J. EDWARDS & CO., 314-322 N. 12th ST., PHILADELPHIA, PA. 











MEET THE YEAR’S OUTFITTING PEAK WITH 
EDWARDS’ UNSURPASSED QUALITY 


“Youll Was Be Soroed “ 


With the Opening of School just a few days off, 
the High Point in the year’s Outfitting Period lies 
right ahead of you. Edwards Quality, Fit and 
Durability ... plus Style . . . answer the demand 
you will be called on to fill. Take advantage of 
our vast In-Stock Service . . . the most complete in 
America. Balance your stock now. Stimulate In- 
creased Profits and build for Repeat 


Sales by concentrating with Edwards! 
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Where the Children Go... 
The PARENTS FOLLOW ... 


INTERIOR: 
Seawell Shoe Co., Montgomery, Ala. 


W HERE the children go the parents will soon follow 
according to the experience of the Seawell Shoe Com- 
pany, Montgomery, Ala. Taking over quarters former- 
ly occupied by a chain outlet, this concern started in 
1927 by selling strictly children’s shoes. It did the 
job so well that it developed into a general family store. 
The business of the store is now divided as follows: 
children’s shoes, 30 per cent; women’s, 40 per cent and 
men’s 30 per cent. 
“Deviating from our policy of operating an exclusive 
store for juveniles, we first stocked women’s footwear,” 
said E. B. Lovin, energetic young manager who has 
been in the shoe business since 1923. “The women came 
in with the children and began asking for shoes for 
themselves. Then the women began to talk about our 
store and that brought the men, thus making ours a 
complete family store, but we still cater to the children, 
because we figure that ‘where the children go, the 
parents will follow.’ 
“Our policy is to shoot at the mass trade, neither 
going above or below. We leave the low end business 
to the chains and the top market’is not of sufficient E. B. LOVIN 
volume to appeal to us. Our children’s shoes range Maneger Sedtll thde Ca. 6b cove thd bee 
from $2.45 to $3.45 and our women and men’s shoes sibility of selling the parents while fitting their 
[TURN TO PAGE 56, PLEASE] children 
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WHICH OUTSOLE 
INSPIRES YOUR 
CONFIDENCE AT 
A GLANCE? 


Our trade mark—a grade mark—1s a symbol of open 
dealing which helps sales people dramatize retailing 


A grade mark of responsible origin does command 
confidence. Who would buy a motor car that was un- 
known by name? Merchants building up quality ac- 
ceptance will benefit by the practice of selling shoes 
carrying “BENCH BRAND” outsoles, with the soles 
identified to the public. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


A BALANCED TANNAGE 


is the product of Stephen Kistler’s genius. Producing 

a superior tannage he chose to identify it by brand 

as early as 1860. Then, marking was done with a steel deeieiiieiceeaiil 
hand stamp, a slow method in contrast to the me- When a shoe bottomed with Kistler “BENCH 
chanical means of today. His determination to pro- =i pace gid ooling: enouae i ae 
duce “The Finest American” tannage was inherited the trade mark and say—"The sole leather in 


that shoe is the finest American tannage. It is 


by those who followed him in service to the trade. comforting to the feet, moisture resisting, very 


serviceable, uniformly good.” When a person 
knows what he is buying little time is con- 
sumed in purchasing. 


| THE OUTLINE OF THIS CHART 
REPRESENTS A SIDE OF LEATHER 
THE PART USED FOR KISTLER 
BENCH BRAND SOLES 15 
ABOUT 13% OF THE WHOLE SIDE 
| y 


FOUNDED - 1840 


ee Ee se eae || 
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"THE SOL-EASE HEALTH SLIPPER is the combina- 

Te of nine important features, each one of which 
is the result of many years of research by the tech- 
nical staff of Tupper Slipper Corporation. 


The public, after years of education and promo- 
tion on this vital subject, has come to realize the 
great importance of foot health. 


SOL-EASE HEALTH SLIPPERS have been devised 
solely for the purpose of continuing in the home the 
benefits which are derived from the wearing of cor- 
rective street shoes. SOL-EASE HEALTH SLIPPERS 


in themselves solve the problem of correct footwear 
for the home. A great market never before solicited 
lies ready and waiting to wear these slippers be- 
cause of their exceptional special purpose appeal. 


With the final perfection of the new SOL-EASE 
HEALTH SLIPPER, Tupper is now ready to offer to 
merchants an excellent opportunity to build a valu- 
able franchise. This franchise will give to dealers 
a fully protected territory for retail distribution 
backed up by an outstanding merchandising plan 
with smart dealer helps which must result in a most 
successful year-round additional business. 














May we suggest quick action on 
your part? Our SOL-EASE HEALTH 
SLIPPER Agency policy means dis- 
appointment to late comers | 





TUPPER SLIPPER 











WO 
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VALUABLE FRANCHISE 
for YOU i 


\ 1 O FE A si U RE S 1 The Patented Tupper Sol-Ease Health Slipper Construction— 
Which means soft sole comfort with hard sole service. 
x 2 Scientifically Balanced Combination Lasts— 
A special Sol-Ease development made in sizes 3 to 10 and widths N, M and W 
y to meet all fitting requirements. 
- 


Patented Notched Backpart— 


To prevent rubbing and resulting irritation. 


Pneumatic Insole— 
Cushions and air conditions the feet. 


Wp 
/; YY 
Wy My yg ‘SI ti, 


Y Elongated Counters— 


Guarantee proper support for the ankles. 


3 

4 

5 

CORRECTIVE HEALTH 6 Arch Supporting Steel Shank— 
SLIPPER with metatarsal 7 s in the highest priced orthopedic shoes. 

pad and hard sole for 
greater support is an- 8 Cupped Heel Seat— 

other important patented For the foot to lie in comfortably, prevents slipping. 


Tupper specialty. 9 Graceful Appearance— 


Yet all the features of corrective footwear for the home! 


Orthopedic Heel— 


Extends under arch for additional support—resilient top lift. 


10 And always remember, merchants who feature Tupper footwear are 
safely building business and earning better profits. 


Wwis52 FOURTH AVE... NEW YORK 






The | 
Younger Generation 





WILLIAM SOLAR 


W ium SOLAR is Compo equipment salesman and “trouble- 
shooter” for all the shoe factories in New England. New York 
City sees him for several days each month as contact to buyers and 
manufacturers of Compo shoes. 

William Solar was born in Lynn, Mass., on January 15, 1904. 
He comes from a family of shoe manufacturers and salesmen, his 
father, brothers and sisters having been in the business for the 
past 45 years. Bill graduated from Lynn English High School 
with the class of 1922. His extra-curricular activities were run- 
ning and high-jumping on his school track teams, in which his 
interest was keen. Now he plays golf a bit, when he has time. 
During his high-school days he worked for the Lynch Shoe Com- 
pany. After graduating, he spent one year in the night school of 
Boston University. In the daytime he sold insurance around Bos- 
ton, in this way gaining a valuable experience in contacting 
people. 

But you can’t keep a shoeman out of business. So, in 1927, Bill 
Solar traveled the United States for Leon Weil, Inc., of New York 
—covering retail shoe stores, department stores and shoe factories. 
He worked at the Selby Shoe factory in Portsmouth in 1930 in a 
sales capacity. 

About that time the Compo Shoe Machinery Corporation began 
to click as a going organization and Barnard Solar, its president, 
suggested to his kid brother that it might be a good’ outfit to tie 
into. Bill took a desk in the New York office—but he used it little, 
and spent most of his time traveling among the manufacturers 
and jobbers of the New York and New England territory. Event- 
ually and logically he gravitated to the home office of Compo. Al- 
though he is a young man, he has a legion of friends throughout 
ithe industry. 
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By ; 
John L. Harris 


Are You Out 
For Fun 
Or 
Glory 


THE sale of merchandise is an ad- 
venture. So is a round of golf, an 
expedition for big game or a trip to 
the poles. In each of these, it’s the 
result and not the effort that spells 
S-U-C-C-€-S-S, 

You have probably heard men say 
they are in it “just for the fun.” 
Nonsense! They offer that as an ex- 
cuse for failure. There cannot be any 
fun in mediocrity. Fun comes in 
accomplishment. Glory comes in 
Success! 

If you merchandise just to fill in 
time, or play golf just to be out in 
the open, or go big game hunting or 
take a trip to the Pole just for the ride, 
you are a man without ambition and 
cannot be classified otherwise than a 
“waster.” 

The real adventurer is out to accom- 
plish something. In merchandising, 
it’s profit; in golf, to improve your 
game; in hunting or a trip to the Pole, 
it’s to bring back what you have gone 
after. 

In each of these fields we have both 
types of men: The wasters and the 
men of ambition. As a class, we have 
the records of only one: The Success- 
ful. These are the only ones that 
count. Their ambitions, their accom- 
plishments and their records are the 
facts by which men are inspired to 
greater achievement. To improve on 
past performances, to achieve greater 
results, is real ambition and worth try- 
ing for. 

Every game, every contest, every 
adventure, has its reward. In mer: 
chandising the reward is “Recogni- 
tion.” To be recognized as one out 
of the ordinary brings reward in the 

[TURN TO PAGE 37, PLEASE | 
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practical and popular products of mod- 


ern machines and processes. Leading 
manufacturers and retailers have found 
in UCO Lockstitch and LITTLEWAY Lock- 
stitch Shoes the three essentials de- 
manded by discerning women — éstyle, 


comfort and flexibility. 


@ Their rapidly increasing popularity 


is significant. 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 


When writing advertisers please mention Boot and Shoe Recorder 
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QROTECTED BY AMERICAN S CeS Jano tOKtiGn Patants 


ARE 
BUSINESS BUILDERS 




























THE FLEX-TO-FIT FAIRY LAST 






Fairy Forms are good business builders 
because they are the nucleus of every 
good display, and an attractive display 
in your window will always bring cus- 
tomers into your store. 








Fairy Forms bring out to best advan- 
tage every feature of style, fit and design 
in the shoe, thus creating an exceptional 
appeal to the customer. 







There is a Fairy Form in a variety of 
popular colors for every type of shoe. 


SHOE FORM CO., Inc. 
AUBURN, N. Y. 


Manufacturing Branches 
United Last Co., Ltd., Montreal, Canada 
Northampton Paris Frankfort 
England France Germany 
Melbourne, Australia Mexico City, Mexico 
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Wyoming Sees 


General Trade Conditions Give 
Will Be Better, but Cattle In- 
of Drought, and Three Years 


Depleted 


By HARRY R. TERHUNE, 


LaraMIE, Wyo.—Southeastern Wyoming shoe mer- 
chants are looking forward to a good healthy Fall 
business; nothing startling, but just a decided upward 
lift. This outlook is not based on hope alone, as 
actual conditions warrant this view, they figure. Most 
of the merchants have been in this section for many 
years, so are intimately acquainted with local condi- 
tions. They have experienced all the ups and downs 


of a trade which is dependent on a back country whose 
income comes from cattle and sheep raising plus some 


oil activity. 


A very good picture of the local situation was ob- 
tained from Charles E. DeHart of Royer & DeHart, 
who has operated a shoe store here for the past twenty- 
two years. Mr. DeHart said: “We are preparing our- 
selves for a fair gain in business for the coming season. 
We really. feel that the Fall buying will start in early, 
around Aug. 15, or two weeks ahead of the normal 
time. City conditions are relatively good. The em- 
ployment situation is better, as all local plants are 
working steadily; the university is running larger and 
there are only fifty people in town on relief. In spite 
of this, business as a whole has not responded any too 
well. There have been practically no gains in new 
business, and what gains we have experienced have 
come from our old customers. _ 

“Over two hundred old customers have come back 
to us this year, people who went to the lower grades. 
They are not buying as many shoes as before, but they 


are buying shoes. 


“Tt will be some time before the cattle men become 
real good customers. It takes three years to build up 
a good paying herd. Last year the ranchers sold off 
all their poor stock to the government at a good price. 
With the culls gone, the herds are smaller, but are of 
better quality. As a whole, the ranchers are feelin: 
fairly good. Most of them, however, are so heavily 
involved that it will take them several years to get thei: 
heads above water. Ranchers have, through necessity, 
for the most part, been confining themselves to buying 


the bare necessities of life. 


They have their private 


debts for living as well as their ranch debts to mect, 
so have been obliged to retrench. The only crop a 
rancher gets is his calves, and he is keeping back t!e 
best of them to build up his herd. 

“Sheep men are in much better shape, as they have 


their wool clip in addition to their lamb crop. Due 


-_ a a 


— 
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Fall Upturn 


Ground for Belief That Business 
dustry Still Suffers from Effects 
Will Be Required To Rebuild 
Herds 


Recording Field Editor 


to the abundant moisture this year, the wool is running 
much better and the lambs are running heavier. 

“With this as a background, we feel we are much 
better off by keeping to the lines on which we have 
made our reputation. Some lines, during the past few 
seasons, were carried very sparingly, but last Spring 
we put back a few numbers while this Fall we will 
have a representative showing comparable to former 
years. The most active women’s price will be $6.50, 
but we do expect considerable action in the $8.50 and 
$10.00 grades. Men’s prices run from $5 to $13.50, 
with the play at $5.00 and $6.50.” 

Across the street, Phil L. Woods, proprietor of The 
Bootery, pointed out that professors at the University 
of Wyoming have charted the moisture trend for the 
past hundred years and predict the next three years will 
be even better than this year as far as good pasturage is 
concerned. “All we need for prosperity here is a 
good stand of grass, and water makes grass,” he said. 
With this in mind, he anticipates three reasonably good 
years in sheep and cattle raising. All the big com- 
panies are interested in the development of the new 
local oil fields. This field is being developed in an 
orderly manner without any booms. 

In Cheyenne, the town is self contained as it is de- 
pendent, to a large extent, on the several payrolls com- 
ing from activities in the State House, Union Pacific 
Shops, five hundred men employed at the local airport 
and the activities of Fort Warren. Relatively, the 
cattle and sheep raising does not ancunt to very much 
here. 

As indicated by Joseph Wasserman, shoe men only 
look for a normal increase this Fall. With some 20 
places selling shoes in a city of 22,000, the amount 
each can do is limited. Summer stocks have been well 
cleaned out, so plenty of fresh, new shoes should stir 
up activities early. Prices start at $5.00 and run to 
$10.50 with the volume from $6.00 to $7.50. 

The Cheyenne Shoe Store has bought its Fall stock 
While 
the women’s business has been very fair, much more 
emphasis is to be placed on the men’s and children’s 
selling. The proprietor, L. W. Fox, is of the opinion 
that while the conditions in the city are good, the store 
which has lines of well-known shoes stands to make a 
satisfactory showing. 


on the assumption of a satisfactory business. 
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ROI ROO OOo oto tot totok 
Hiki d 
king an 


ee 
Skiing... 

for the ladies and girls and require warm, 
weather resisting, snug fitting, service boots. 
The hiking boots are in demand all through the 
year and during the Fall and early Winter 
seasons the sales on both hiking and ski boots 
reach the peak. These two numbers added to 
your stock will produce many extra sales and 
profits for your store. For your convenience 
thev are carried in-stock, in widths sized from 
24 to 8. 


= 





are 
Outdoor 
Sports 


2125—Choc. W. P. 7 in. 
Welt. Leather lined vamp, 
full grain gusset, all eye- 
lets, grain insole, straight 
extension edge, steel arch 
support, felt top band, out- 
side counter pocket, plain 
toe, medium double oak 
sole double stitched, leath- 
er terraced heel. Last 55, 
in-stock D vidth. Wom- 
en’s and Boys’ sizes 2! -8. 


4512—Choc. Badger 14 in. 
Welt. Drill lined vamp, full 
grain gusset, flex insole, 
pac toe, heavy single oak 
sole, steel arch support, 
military heel, rubber to 
lift, inside leather top band. 

ast 40, in-stock D widths, 
sizes 2! -8. 


No. 543 Same as number 
4512 only in Choc. Elk. B, 
C, D, E widths, sizes from 
24% to 8. 





* 
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CHIPPEWA SHOE MANUFACTURING COMPANY 


CHIPPEWA FALLS WISCONSIN 


Catalog and full partic- 
ulars on request. 
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NATIONAL SHOE 


"An Association Serving the Best Interests of the Retail Shoe Trade and the Industry in its Entirety”’ 


FOUNDED 1912 





Shoe Men From All Over— 


The United States will attend the 
Style Conference, September 9th and 
10th next, to be held at the Waldorf- 
Astoria Hotel in 


New York— 
Isle of Inspiration 


F aint whispers, almost hushed within the 
city’s canyons, ascend above the skyline 
and rise to a turbulent roar that reaches the 
farthest corners of the earth. . . . This is 
New York—the “Isle of Inspiration.” An 
isle that receives a constant influx of all the 
arts; a magnet drawing the genius of all 
the cultured world. This is the Isle of In- 
spiration and recreation. 

To New York come the ambitious and 
talented artists who have graduated from 
the Old World school to apply their arts 
and crafts. This is the destination of the 
caravans of the world ... from the many 


lands which New York ignites with the 
spirit which makes their products surge” 


into life and become the living exponents 
of the true artistry of New York. Into this 
harbor glide ships that search the far 
corners of the earth for the New, the Beau- 
tiful, the Exotic, the Rare... . 

Here we find the most comprehensive 
concentration of talent and artistry from 
those whose very efforts express the vibra- 
tions of creations. Here we find thousands 
of people—season in and season out—year 
after year—who dedicate their lives to re- 
creating and embellishing the beauty and 
treasure of all the world . . . working with 
style and for style alone. 

On the “Isle of Inspiration” we find the 
loveliest women, dependent upon the crea- 
tive genius of the New York designers to 
aid them in vividly dramatizing their love- 
liness and concealing their flaws. For 
loveliness is not mere beauty, but rather the 
portrayal of rare quality, chic and glamour 
which only true Style can bring to the fore. 

To the visitor—buyer, merchant, or sight- 
seer—the women of New York personify 
the consummation of style perfection. It 
is an axiom that of all the Fashion Capitals 
New York presents more beautifully 
dressed women. No fashions are world 
fashions unless they are accepted by Fifth 
Avenue, on the “Isle of Inspiration.” 

By coming into the New York market as 
frequently as possible, the shoe buyer 
gathers more than style information and 
merchandise to fill his shelves. Simul- 
taneously he grasps the quintessence of 
New York’s spirit—-its Life, Color and 











To Draft Spring Style Program 


Harold R. Williams Will Head Com- 
mittee and Preside at Important 
Women's Style Meeting, to be Held 
at Waldorf-Astoria, New York, on Mon- 
day, September 9th—List of Style 
Committee and Advisory Committee 
Members Who Will Help to Formulate 


Spring Fashion Program . 
HAROLD R. WILLIAMS 


Mr. WILLIAMS, who is shoe buyer for Bergdorf-Goodman, Fifth Ave- 
nue, New York, will act as chairman of the Women’s Style Committee at the 
Shoe Style Conference to be held at the Waldorf-Astoria Hotel on Monday, 
September 9. 

Mr. Williams is one of the outstanding promoters of the new—the exotic 
and the rare in shoe styles. And we look forward to a very constructive 
report which will prognosticate style for the Spring and Summer of 1936. 

The complete list of members of the Women’s Style Committee and 
Advisory Committee on Women’s Styles is as follows: 


Women's Style Committee 


Harold R. Williams, chairman, Bergdorf-Goodman, New York, N. Y.; 
Thomas F. Callahan, B. Altman & Co., New York, N. Y.; R. D. Chastain, 
Imperial Shoe Store, Beaumont, Texas; F. Arthur Clark, Chas. A. Stevens 
& Sons, Chicago, IIl.; Ben Cohen, Kaufman’s, Pittsburgh, Pa.; Paul W. 
Crawford, Crawford Shoe Co., Dayton, Ohio; Milton G. Harper, Harper 
Shoe Co., Philadelphia, Pa.; W. J. Kaufman, Sommer & Kaufman, San Fran- 
cisco, Calif.; Joseph Michaels, Saks-34th St., New York, N. Y.; Maurice 
Miller, I. Miller & Sons, New York, N. Y.; Amos A. Reeder, Wyman’s, 
Baltimore, Maryland; Paul Siegel, O'Connor & Goldberg, Chicago, III.; 
James Smith, Loeser’s, Brooklyn, N. Y.; Charles R. Thompson, Oppenheim 
& Collins & Co., New York, N. Y. 


Advisory Committee on Women's Styles 


F. Paul Riley, chairman, Walk-Over Shoe Shop, New York, N. Y.; S. J. 
Brouwer, S. J. Brouwer Shoe Co., Milwaukee, Wis.; F. H. Bush, Wetherby- 
Kayser Shoe Co., Los Angeles, Calif.; Benjamin F. Childs, Thos. S. Childs 
Co., Holyoke, Mass.; Matthew Condon, J. F. Condon & Sons, Charleston. 
S. C.; J. L. Craig, Burdine’s, Inc., Miami, Fla.; E. E. Evans, Lewis & Reilly. 
Scranton, Pa.; Herman Fisher, Figo-Fisher & Goodfriend, Atlantic City. 
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RETAILERS ASSOCIATION 


SERVICE CENTER 
274 Madison Avenue 
New York, N. Y. 


News Bulletin 


JOHN J. HOLDEN 
Manager 





N. J.; Harry E. Fontius, Fontius Shoe Co., Denver, Colo.; Harry Gibson, 
Wm. Hengerer Co., Buffalo, N. Y.; Charles Given, Given Bros. Shoe Co., 
El Paso, Tex.; Burt J. Gosper, Elmira, N. Y.; George Golden, Golden’s 
Bootery, Jacksonville, Fla.; Schuyler G. Harrison, Harrison Bros., East 
Orange, N. J.; Ned G. Hess, N. Hess’ Sons, Baltimore, Md.; Harold Hoskins, 
Halle Bros., Cleveland, Ohio; T. Frank Jacques, Field Shoe Co., Des Moines, 
Iowa; Dave Kempner, Kempner & Bros., Inc., Little Rock, Ark.; Will Knight, 
Knight Shoe Co., Portland, Ore.; Herman Lieber, Milgrim, Inc., New York, 
N. Y.; J. A. Lundstrom, Missoula Mercantile Co., Missoula, Mont.; W. H. 
Magee, Crowley Milner & Co., Detroit, Mich.; V. V. McBryde, Detroit, Mich. ; 
Owen Metzger, Wetherhold & Metzger, Allentown, Pa.; James W. Morrissey, 
Morrissey-Argus Co., Springfield, Ill.; Joseph Minco, Lord & Taylor, New 
York, N. Y.; A. J. Pauly, Stix, Baer & Fuller Co., St. Louis, Mo.; George 
E. Peirce, Thos. F. Peirce & Son, Providence, R. I.; Fred H. Rasmussen, 
H. & S. Pogue Co., Cincinnati, Ohio; J. Harold Roberts, Stone Shoe Co., 
Cleveland, Ohio; Howard Robinson, Robinson Shoe Co., Kansas City, Mo.; 
J. A. Robinson, Meyer-Jonassen & Co., Pittsburgh, Pa.; C. H. Runyon, Dan- 
iels & Fisher Shoes Co., Denver, Colo.; Joseph M. Ryan, The Fashion, 
Columbus, Ohio; Murray Schott, Grossman’s, New York, N. Y.; Roy E. 
Stevens, Stevens Shoe Store, Ottumwa, Iowa; George H. Trentman, Wm. 
Eastwood & Son Co., Rochester, N. Y.; Harry Teats, The Denver Dry Goods 
Co., Denver, Colo.; L. F. Tuffly, Krupp & Tuffly, Houston, Tex.; Oscar 
Thompson, Rich’s, Inc., Atlanta, Ga.; Harold Underheil, Smith-Kasson Co., 
Cincinnati, Ohio; J. M. Watson, Guarantee Shoe Co., San Antonio, Tex.; 
Carol S. Wills, Oakland, Calif.; Albert Wachenheim, Jr., Imperial Shoe 
Store, New Orleans, La. 











They Just Come— 
and Go 


Department stores are just like railroad 
stations as far as buyers are concerned. 
They just come and go all the time. Take 
any city in the United States today and 
check over the number of years that each 
individual buyer is in service—and if you 
have not given it a thought before, you 
will be amazed. In New York City, four 
or five years is about the longest period 
of time that most buyers have served in one 
establishment, and this applies to most all 
cities. 

During the last three or four years many 
very competent men who commanded good 
salaries were dropped and in many in- 
stances were replaced by young men who 
were neither qualified for their position 
by experience, training or knowledge of 
the craft and many of them lacked retail 
business knowledge. 

The new group may eventually gain an 


appreciation of the value of character mer- 
chandise of quality—and the necessity of 
producing a far profit—but at present it is 
very evident that the thoughts uppermost 
in their minds are bargains, sales, clear- 
ances and volume, which is usually ob- 
tained at the sacrifice of profit. 


AUTHORITIES AGREE... 


that foot discomfort shows in the face 
and posture as well as in the manner of 
walking. Relaxation is one secret of 
beauty and no woman can look or be her 
best if her feet are strained by unnatural 
footwear. 

Emphasize GOOD FITTING and QUAL- 
ITY of shoes. 


* * *& 


“Show us a buyer ready toffcooperate 
with others and we'll show you one who 
likes his job—and one liked by those who 


work with him.”—Amos Parrish. 





The matters discussed on these pages are solely the expression of the National Shoe 
Retailers Association. 





Charm. He finds it constantly wherever he 
treads. Everywhere does he meet an un- 
ceasing procession of elegance and style 
which emanates from the far-reaching 
imaginations and deft fingers of New York’s 
designers. 

The benefits of these visits to America’s 
Capital of Fashion are obvious. To become 
immersed with the spirit of New York is 
inevitable, and this increment to the shoe 
buyers’ ability reflects itself constantly in 
the progress of the store. This spirit is ad- 
vanced to women in large cities and small 
communities—in the South, in the North, 
and in the Far West—so that everywhere 
the glamorous essence of America—the 
Spirit of New York—the “Isle of Inspira- 
tion” is immortalized. 

Script from the prologue of the screen 
showing at the Fashion Show held in con- 
neclion with the National Shoe Retailers 
Association Convention, January 9, 1935. 


“Sales” Retard Recovery 
FRom the U. S. Department of Commerce, 


and through tthe Chamber of Commerce 
of the United States, of which the National 
Shoe Retailers Association is a member, 
and from numerous other sources, your 
national headquarters is made aware of the 
improvement in business generally, through- 
out the entire width and breadth of the 
land. 

We look for continued improvement, but 
suggest to retailers generally that they 
never lose sight of the fact that their stock 
should turn three times a year; that “sales” 
are destructive and should only be held as 
an emergency measure to balance stocks at 
the end of each six months. January and 
August should be established in the indus- 
try as the sale and clearance periods. 

* 

John Laycock, president of Hanan & Son, 
and president of the Shoe Merchants 
Council of Greater New York, also mem- 
ber of the Managerial Committee and the 
board of directors of the N.S.R.A., is work- 
ing like a Trojan on the plan to control 
mid-season sales. 

Mr. Laycock is prompted by an experi- 
ence in Detroit. At the request of the 
local association in that city, he agreed 
to hold no seasonal sales until after a speci- 
fied date in July. Prices were maintained 
and sales periods established the year be- 
fore were ignored in view of this agree- 
ment. And to his utter amazement, the 
Hanan store enjoyed an increased business 
without the aid of sales—and when the 
sale period arrived the result was that they 
had the most successful clearance ever in 
Detroit. 








“Don't save me, | have nothing 
more to live for!“ 


“You should see the Blue and 
Brown Glazed hid Surpass is 
tanning now as well as Black!” 


Women unconsciously are attracted to Surpass Glazed 
Kid by the beauty and fineness of its appearance, by its 
soft, silky grain, by its firm texture that proves as out- 
standing in comfort and wear as it is in eye and touch 
appeal. More Black Glazed Kid has originated in the 
Philadelphia and Gloversville tanneries of the Surpass 
Leather Company than anywhere else in the world. It is 
only natural that Surpass Colored Glazed Kids, BROWNS 
and BLUES in the most popular style shades, tanned with 
the same skill and precise workmanship that have made 
our Black Glazed Kid famous, should offer the retailer and 
the Manufacturer shoe-sale potentials that are bound to 
mean increased profits. 


~ SURPASS 


BROWN (4) 


AND 


BLUE 


as well as BLACK 


%@ Shoe Manufacturer 





% shoe Retailer 
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Men's Business Better 


BAKERSFIELD, CALIF.—The men’s shoe business is 
improving, according to Edward L. Brothers, who has 
the Walk-Over shoe store here. He says: “This steadily 
increasing interest on the part of the men of Bakers- 
field in shoes of our grades is little short of being 
remarkable. Even with three new stores selling shoes 
in the popular prices opening here in the past couple 
of years, our men’s shoe business has gone steadily 
ahead. 

“The real explanation is, I believe, that men are buy- 
ing a little better shoes. They are coming into our store 
saying, ‘Guess I will buy a pair of Walk-Overs, this 
time,’ or ‘Fit me to a pair of Walk-Overs.’ I know, 
too, the men are asking for named shoes in our grades 
in other stores around town, so the point is they are now 
buying good, substantial named shoes from good, 
reliable stores. This is a healthy condition and we 
are doing our part through our advertising and win- 
dows to encourage the men to continue this attitude.” 










Sees Brown Bucks Strong 


San Francisco, Catir.—Melville Kaufmann of Som- 
mers & Kaufmann, in viewing the men’s style situation 
believes that with the decided trend toward Tattersall 
vests, noisy shirts and ties, and belted backs in men’s 
wear, the chances of selling a goodly amount of brown 
Bucko shoes to men for the coming Fall season should 
be very good. He predicts a fairly narrow toe, leather 
soled shoe to be the one best bet for the young fellows. 
Nappy leathers for men’s shoes have passed the experi- 
mental stage and are here to stay he believes. 
















Rounder Toes for Fall 


Lone Beacu, Ca.ir.—‘We are playing the round 
toes in women’s shoes pretty strong this season and for 
Fall,” reports A. F. Musselman, of the Quality Shoe 
Store. “By that I do not mean especially the French 
lasts, but the full toes. All lasts which we are buying 
are showing a trend toward more medium modified 
rounder toes. However, the real narrower toes are not 
entirely out, as there are still many women who prefer 
them. Patent leather trims and solid patent leather is 
apparently very strong for Fall.” 
























Another Viewpoint on Heels 


Los ANGELES, Catir.—Shoe retailers are in a fair 
way of being carried away with the craze for low heels 
if they are not careful in their buying, warns Burr 
Dace, of the College Boot Shop. “After all, the 
medium and high heels will account for most of the 
selling for street wear shoes. Even low heel sandals 
have not gone as well as usual, so it is positive that 
the low heels are not running away with the heel situa- 






tion.” he avers. 
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ADVENTURES OF THE Srimfoot- Vwins (EASE & PLEASE) Jy WIZARD 


























AW- IKNOW MY SHOES 
ARE GOOD- BUT |! HAVE. 
TROUBLE WITH FITTING & 

RETURNS-CALLOUSES ON 

PEOPLES FEET CAUSE IT 

1 KNOW~ BUT WHAT CAN 
1 DO ABOUT IT? 


= 


| AM “EASE”, WHO GUARANTEES 
FOOT HEALTH ANDO SATISFACTION. }} \— 


\ AM"PLEASE, WHO GUARANTEES 
YOUR CUSTOMERS REACTION. ~~ 
| 


CHEER UP~1 HANE THE 
ANSWER —~ I'VE BROUGHT 
YOU TWO NEW PARTNERS ~ )— 


THEY'RE IN THE BAG. — 


= 


WHAT'S IN 
THE BAG? 


a> = 


builds extra sales, extra profits, 


minimizes returns and complaints. 


Order a run of sizes now! 


Write today for FREE Booklet “Here's How" 
List Price $6 Doren Pairs Retail Price $1 Pair 


WIZARD COMPANY 


St. Louis, Missouri * Walsall, England 
Canadian Distributors: Canadian Specialties, Ltd., 
49 Santord Avenue S., Hamilton, Ont 





Having a Store Policy, 
and Playing It 


[CONTINUED FROM PAGE 17] 


both of which have been established 
for many years. Obviously, any profit 
derived from the merging of the two 
stores would have been offset by the 
loss of potential future business. The 
time is now ripe for expansion rather 
than retrenchment. Our next step will 
be the establishing of a third store 
rather than the elimination of a 
second.” 

It is apparent that the Fontius policy 
is one entirely of “Service that Satis- 
fies.” Here is one man who has profited 
from policy, but it is important to 
remember that at all times he main- 
tained complete control of the policy 
and eliminated from it every element 
of chance. 

This store has profited from num- 
bers, too. The numbers have been the 
increasing numbers of satisfied cus- 
tomers and the number of stores which 
he can profitably establish. The new 
Fontius Cantilever store in Los 
Angeles is located on Hill Street in 
the block separating Bullock’s and The 
May Co., two of the city’s largest de- 
partment stores. There is a continual 
stream of traffic between these two 
establishments. In his determination 
to attract the attention of these pros- 
pective customers, Mr. Fontius planned 
a unique store front by the use of 


blue-mirrored glass at the base and 
crest of his windows and on his sign. 
Care was taken to avoid gaudiness and 
yet attract attention. The pictures 
give an idea of the effectiveness, not 
only of the store exterior but of the 
interior as well, 


Are You Out of Fun 
or Glory 


[CONTINUED FROM PAGE 30] 
form of advancement to greater respon- 
sibilities and greater compensation. 

There is one way in which all men, 
who have risen to success by their own 
efforts, are alike: 

They all have learned to find out the 
reason for things. 

Elephants have been taught to stand 
on their heads, and monkeys to imitate 
human gestures, but ambitious men ask 
“Why.” 

It is our intention to give you *vea- 
sons, rather than rules by which your 
course of action will lead to increased 
sales and earnings. 

The roads to reward are many. We 
will endeavor in subsequent bulletins 
to point out the shortest roads. We 
merely ask that you 

Read, Heed and Remember. 


Retail Sales Increase 


SANTA MONICA, CALIF.—The shoe de- 
partments in Sponberg’s, one of the old- 


est department stores in the city, re- 
ports a gain in the retail shoe sales of 
at least 30 per cent over corresponding 
months of last year. S. Denning is 
manager of the department and well 
known through the Los Angeles area 
as a retail shoe man. 


Adds Another Store 


MARION, IND.— Harry Lasky, who 
operates Lasky’s Shoe Store here, has 
acquired the Eisenhauer shoe store in 
Huntingdon. He now has stores in 
Huntington, Richmond and Marion. 
The Huntington store is being redecor- 
ated in a modern design in preparation 
for a formal opening. 


Boon to Shoe Rebuilders 

BALTIMORE, Mp.— One of the bits 
passed by the Maryland Legislature 
is that which includes shoe rebuilders 
under the classification of manufac- 
turers and as such entitled to tax ex- 
emption in Baltimore City. 


Manages New Store 


ATLANTA, GA.—Boyce Yancey, who 
was formerly located in the Piedmont 
Hotel Building, is now with Camp and 
Eason, in their newly-opened store for 
boys and young men at 40 Peachtree 
Street. 
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Dated Buys 


[CONTINUED FROM PAGE 24] 


How come? Investigation showed the 
total pair sales had not increased at 
all. Knowing this, John Smith could 
see that every sale of the “dated buy” 
shoes had been made to a customer who 
ordinarily would have bought one of 
the regular stock. 

Instead of creating extra sales this 
“dated buy” had stopped the sale of 
that many shoes already on the shelf. 
The loss taken on these shoes during 
the February sale more than ate up the 
profit made on the “dated buy.” 

So what he had thought to be a 
golden opportunity turned out to be a 
yellow temptation to which he had 
yielded. 

The scene shifts. When that same 
traveling man arrived in the next 
town, shoe man Gus Brown was not 
“all bought up.” He had a place for 
some C4629’s and he bought them. He 
wasn’t even offered any dating. He 
bought them solely because he needed 
them, consequently he made money on 
them. So this time the urging of the 
traveling man turned out to be an op- 
portunity, not a temptation. 

There is the text. Now here is the 
sermon. 

Every old shoe was a new shoe once. 
Why did it become old? Here is the 
basic answer: 

There is no such thing as too 
many old shoes except as the re- 


sult of too many new shoes at some 

previous time. 

That rule will stand up against any 
rebuttal. Too many old 5. B’s in the 
odds and ends means there were too 
many new 5 B’s some time previously. 
Too many old suedes results from too 
many new suedes. Every shipment of 
shoes makes the shoes on the shelf less 
desirable in the eyes of salespeople and 
customers. Bad arithmetic makes more 
losses than bad styling. 

Good arithmetic tells us that when 
John Smith receiyed that extra 200 
pairs this would result: Additional 
sales plus additional old shoes must 
equal 200 pairs. If he sells only 100 
extra pairs he is bound to have 100 
extra odds and ends. Figure it out. 

Now I hear a man down there in the 
fourth pew muttering, “You neglect to 
mention the various factors which 
cause that condition you label ‘too 
many.’ A warm winter may change 
‘too few’ galoshes into ‘too many’ with 
no fault on the part of the merchant.” 

To which I say amen, brother. Our 
human frailties often hinder us from 
knowing—until too late—why any cer- 
tain quantity turns out to be too many. 
However, more often than not it is 
simply a problem in arithmetic. 

Every shoe merchant knows, or 
should know, what he has on hand. He 
knows about what he will sell. He 
knows what he has bought, and conse- 
quently he knows when he is “bought 

° 


up.” Then it is time to observe another 
old epigram, ‘Enough is enough.” How 
many of us remember that when a 
good, hot temptation smiles at us? 

Unfortunately this sermon sounds as 
though written on a cloudy day by a 
dyspeptic who frowns on all progres- 
sive merchandising. Heaven forbid! 

Instead, the moral is this: 

1. Shoes should be bought only be- 
cause the stock needs them, and that 
decision should not be influenced by the 
payment date. 

2. Even though a shoe might be a 
desirable buy in itself, the question of 
buying it often hinges on whether or 
not it will stop the sale of the stock 
already on hand. 


Store Incorporated 


BALTIMORE, Mp.—Ashman’s Depart- 
ment Store, Inc., at Catonsville, has 
been chartered and incorporated to 
operate a general department store. 
The capitalization is placed at $10,000, 
with the principals being Jerome and 
Harry M. Ashman, both of Baltimore, 
and Alice Middlecamp, Catonsville. 


Opens Upstairs Store 


DANIELSON, CONN. — Mailhot’s Shoe 
Store has been opened on the second 
floor of the New Evergates Building 
here, featuring Natural Bridge shoes 
for women and the Cooperative and 
Bates lines for men. 
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The Editor's Outlook 


[CONTINUED FROM PAGE 22] 


recommend a closer cooperation by this practical real- 
istic method—i.e.—can young osteopaths be interested 
in practical research—not in their own little cubicles 
on their own objective feet, but in entering shoe stores 
as clerks on the floor to study the American public, in 
health more than in sickness, and to find out new prin- 
ciples in gait with the public at the fitting stool—not 
as a patient—but as a commercial customer? What 
is it that is most needed in this modern civilization of 
ours, with less and less foot exercise and more and 
more foot fatigue and trouble? Is it less romantic for 
a scientist to study mankind in its major needs than 
it is to devote a lifetime to isolating a germ affecting 
rabbits and indirectly therefrom increasing the sale of 
rubber gloves for handlers of entrails of newly killed 
rabbits—for I have heard it said “millions were spent 
on this commendable minor research—but not one cent 
(comparatively) for scientific research into correction 
of posture for health through footwear. 

Cannot we both, shoemen and osteopaths, encourage 
a cooperative venture with a hundred ‘osteopaths in 
shoe store laboratories, or if that seems too many in 
view of the veneration for the past policy of non-com- 
mercial medicine and non-medicine-commercial venture, 
say ten men—or I would be content with one—sincere 
fact-finding man who could establish an atom of truth 
as to the behavior of feet of all people—a common 
formula for modern fitting—a basis for all service 
at the fitting stool. One man’s discovery may pave the 
way for additional discoveries by others. Together 
they all build a great principle upon which modern 
man and woman can stand in greater health and more 
abundant life. 


Alligator’s Place for Fall 


San Dieco, Catir.—William E. Secomb, of the Lewis 
Shoe Co., is of the opinion that with severe tailored 
shoes so much in the picture for Fall, alligators will 
fit right into the picture. “While we cannot merchan- 
dise a lot of alligators, we must have a few to retail at 
$10.50. Possibly a Blucher oxford and a one-step in 
both blue and brown, but brown mostly, will cover the 
situation. People will pay a fair price for a fine light 
alligator. 

“With us here in San Diego, the Fair is playing an 
important part in our shoe buying for Fall. The experi- 
ence during the first part of the Fair has taught us the 
necessity of detailing shoes with plenty of good style, 
but in easy walking lasts. People are asking for free 
fitting lasts first, then style. If we are smart enough 
to give them both in the one shoe, then our hopes of 
selling more shoes is very good. Visitors to the Fair 
are buying good shoes and they are apparently inter- 
ested only in those shoes which bear well-known 
brands.” 
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DURABILITY 
end PRICE 


You Find Mohawk Floor Coverings 
Heading All Others 


For more than fifty years the Mohawk 
Carpet Mills have been weaving fine floor 
coverings. Thus it is not strange that in 
Mohawk floor coverings you find values 
that are not duplicated. 


Beauty — Hundreds of lovely patterns 
in both rugs and carpets, plus 27 different 
colors in a number of grades of solid color 
carpetings. 


Quality — A well established reputation 
for putting added quality into every grade. 


Durability — All Mohawk floor cover- 
ings are woven of virgin wool which 
means resilience and long life. Only fade- 
tested dyes are used in the manufacture 
of Mohawk Rugs and Carpets. 


Price — Mohawk prices are in line with 
competition, but when you consider the 
added values given by this famous line, 
you realize that actually you receive more 
for your money. 


Telegraph collect when you have a 
floor covering problem. The Mohawk 
Advisory Service, without charge, gladly 
cooperates with executives and architects 
in solving all floor covering problems. 
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Buy on the Market 


[CONTINUED FROM PAGE 15] 


These divisions and sub-divisions, to 
be of any real and lasting benefit, must 
be made on a pair or unit basis on ac- 
count of the fluctuations of the dollar- 
and-cent usual way of reckoning. Af- 
ter all, it is pairs of shoes that are 
being sold, and not dollars. Then 
again, in considering dollars, there is 
the danger of confusing cost prices and 
retail prices. 





Percentage 


0 
total business 
50% 

30% 
12% 
8% 


Division 


Juvenile 
Sundries 


100% 


Annual volume 
in dollars 
$25,000 
15,000 
6,000 
4,000 


$50,000 


Turnover figures in a group of inde- 
pendent stores studied varied somewhat, 
but an average of 2.6 for both the men’s 
and juvenile departments, with three 
times in the women’s and six times in 
the sundries, may be considered fair. 

In a store doing a $50,000 retail shoe 
business, whose average price is $5 for 
men’s and women’s shoes. and $4 for 
juvenile, the stock set-up looks like this: 


Base stock Turn 
in pairs Over 
1666 


1154 
597 


Annual 
units sold 


5000 
3000 
1500 


3397 


9500 





These figures mean that this store, 
which does a $50,000 business, sells 
9500 pairs of shoes on an average stock 
of 3397 pairs. 

“Sundries” include hosiery, bags, 
rubbers, tennis, trees, findings and, in 
some cases, house slippers. In view of 
the many separate units carried, no at- 
tempt has been made to consider the 
item sales. 

An explanation of turnover figuring 
is in order. If a merchant sells or an- 
ticipates selling 5000 pairs of shoes a 
year, and wants to know how many 
pairs he should carry in order to get a 
three times stock turn—just remember 
that a three times turnover means a 
complete sell-out each four months— 
divide the 5000 units by 3, which gives 
the average stock of 1666 pairs. 

As the volume of the store increases, 
good merchandising calls for the sub- 
dividing of the four major divisions. 
A store whose volume is $50,000 and 
under may be content to simply check 
the men’s, women’s, juvenile and sun- 
dries as a whole. (See Gear No. 2.) 
A store whose volume is under $100,000 
will break down the men’s into at least 
five sectors, the women’s into six sec- 
tors, the juvenile into four and the sun- 
dries into four. (See Gear No. 2.) 

It is more than likely that stores 
whose volume is over $100,000 will 
break down the foregoing sectors into 
two to five times as many groups, even 
going to the extreme of keeping track 
of the turnoyer of all important season- 
able numbers. (See Gear No. 3.) 

Some of the smaller merchants keep 
a watchful eye on their important sea- 
sonable numbers also. For example, 
when they buy a 30-pair lot and sell 
only six pairs the first month, it shows 
they have more than a five months’ 
stock on hand, as the last six pairs will 
sell harder than the first six. The next 
month’s selling tells the story, because 
if it is a short-lived shoe with a limited 
time in which to sell, quick action must 


be taken. It is very important to figure 
accurately the life of a shoe in every 
case, 

In studying these charts, bear in 
mind that these are only working mod- 
els based on actual conditions in real 
stores. Any merchant can divide and 
sub-divide his stock to his heart’s con- 
tent in order to arrive at wanted con- 
clusions. Make your own Gear No. 4 
to mesh with operation of departments. 

Basically, every store should have a 
stock which is in true proportion to the 
sales. If 30 per cent of the total vol- 
ume is in men’s shoes, then the men’s 
stock should be precisely 30 per cent 
of the total inventory. This is true 
whether the volume be $10,000 or $10,- 
000,000. Refusing to recognize this 
principle has been the cause of wreck- 
ing many a business, because the shoes 
were bought on the personal likes of the 
buyer and not according to sales. 


Ads Feature Fall Footwear 
[CONTINUED FROM PAGE 21] 


or brown calf. It has the rubber sole and 
heel fitted for active sports and the 
sleek, well-cut lines suited to inactive 
sports clothes too. Mail and phone 
orders filled. Women’s shoes, second 
floor. 12.50.” 

And Macy’s presents as “Twin Suc- 
cesses” two numbers in suede, both 
built on their No. 400 last. “Our round 
toe classics are made on the No. 400 
last,” the copy says. “They’ve been so 
successful in calf that we’ve decided 
to introduce their twins in suede as 
well. But just a new leather is not 
enough. They’ve been done up 
23 different ways in such exciting 
colors as Mexican clay, wine dregs, 
green and navy (to mention just a 
few.) Truly classics! 8.22.” 
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Scarcity of Help 


RocHEsTER, N. Y.—I! appears hardly 
credible that with so many out of em- 
ployment, there should exist a scarcity 
of help in some industries, but such is 
the fact right at this time in the case 
of the shoe last manufacturing in- 
dustry. Platers and other experienced 
help in the assembling departments are 
badly needed. Some of the factories 
are loaning their help where they can 
be spared to other factories in order 
to alleviate the situation. Model de- 
signers and model makers are also 
being sought. 


Shoe Stores Incorporated 


ENGLEWOOD, N. J.—Tred-Well Stores, 
Inc., retailers here, have incorporated 
with Louis Liebowitz as _ registered 
agent. The concern is authorized to 
issue 1000 shares of no par value stock. 


Awards Contract 
for CCC Boots 


Boston, Mass.—Seven thousand six 
hundred and three pairs of all leather, 
logger type boots, fully calked, are to 
be made for the use of the Civilian Con- 
servation Corps on the Pacific Coast 
by the Chippewa Shoe Manufacturing 
Company of Chippewa Falls, Wis. The 
award, totalling approximately $38,500, 
was announced here recently by Major 
George Luberoff, commanding officer 
of the Boston Quartermaster Depot. 
The award was divided into three lots 
as follows: 

Two thousand pairs at $4.75; 2000 
pairs at $5; and 3603 pairs at $5.25. 


Developing Plus Business 


SAN FRANCISCO, CALIF.—The devel- 
oping of plus business in a store fea- 
turing health footwear is largely de- 
pendent right now on how well the 
shoes are styled, said O. A. Wilson of 
the Foot Health Headquarters store. 
The better percentage of the business 
of this store is from repeat customers, 
so with women dropping in every day 
to ask, “What’s new?” even a store that 
majors in sensible shoes must be keyed 
to have the new ideas as they develop. 

“Our men,” Mr. Wilson said, “must 
be wholly conversant with the current 
style and color trends as they are on 
the correct analysis of the feet. All 
of which makes this business more and 
more interesting.” 


Shoe Store Incorporated 


Detroit, MicH.—The Plunkett shoe 
store at 2118 Park Avenue, formerly 
the Arnold Glove, Grip, and Boot Shop, 
has been incorporated as Plunkett 
Brothers. The three brothers, Roy L 
Plunkett, Frank Plunkett, and John E. 
Plunkett, are all partners. 
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Ladies’, Gents’ and Children’s Fine 








Our files contain many letters 
like this — proving that mod- 
ernizing pays dividends. 


cee "Che effect of our modernizing was fel alt once!” 


® The above letter to the Federal Housing Adminis- 
trator from one of our customers is typical of the 
hundreds of similar reports that are being made by 
merchants who have “modernized for modern busi- 
ness” and found that it paid, through immediate 
increases in sales and profits. In every section of the 
country, alert Shoe Dealers are improving their 
stores, making them efficient, colorful and attractive. 


GRAND RAPIDS STORE 


This organization is working with many of these 
merchants, planning their floor space, designing 
equipment that will display the merchandise to best 
advantage, aiding them to get maximum results 
from their investment. 

A line to us, asking for further information on our 
store planning service and equipment will not 
obligate you in the slightest — send coupon today. 





MAIL THIS COUPON TODAY 





* EQUIPMENT COMPANY % | cont serie sire fsipment co. 


Main Offices and Factories: 
Grand Rapids, Michigan 


Grand Rapids, Michigan 


Please send us further information on your 
Store Planning Service and Equipment. 


Name Address 











Branch Offices and Representatives in Principal Cities | city State 
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on all shoes made 

on “Down to the 
Wood” lasts. 
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Voy, 


last designed a 
use With efther 


/y pe of Insole 


Saddle insole 


The last shown above is made to accommodate both 
ordinary and saddle types of innersoles. 


Shoes made on “Down to the Wood” lasts are snug 
at the shank and give the wearer the very desirable 
advantage of a comfortable fit. Many leading retailers 
endorse this important contribution to good shoemaking. 


Manufacturers can procure these lasts or have their 
present lasts made over at any of our eight plants 
shown on the opposite page. 
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The United Last Com- 
pany operates these 


modern factories in 


eight important terri- | aretiane & POTTER CO.. 


BROOKLYN, N. Y. 


FITZ BROS. CO. 
re tories. Its facilities for 


style and service are. 
constantly available 
to the shoe manufac- 


turing industry. 


eee “ES a 


— = 


KRENTLER BROS. CO, 
ST. LOUIS, MO. 


UNITED LAST CO. 
BROCKTON, MASS. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 


UNITED LAST CO., LTD. EMPIRE LAST WORKS 
MONTREAL, P. Q. ROCHESTER, N. Y. 
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COLOR AND QUALITY J 


No detail is overlooked in testing 
PONTAN QUARTER LINING before it 
leaves the Du Pont plant to become a 


part of a shoe. 


Continual laboratory tests with the best 
instruments known to science are the 
guardians of quality and uniformity. 


The “fold and wear” test subjects the 
finished material to identical condi- 
tions found in its use as a shoe lining. 


This instrument is 
used fo test Pontan 
for its tensile 
strength. 


The microscopic examination of all raw 
materials entering into the manufacture 
of Pontan is made to catch those flaws 
that would pass the naked eye. Finished 
material receives the same tes?. 





Nils 


RE 


A miniature mill of laboratory type is 
used to check repeatedly the various 
steps in manufacturing process. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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WHAT'S DOING IN THE SHOE TRADE 


SATURDAY, AUGUST 24, 1935 


NATIONAL NEWS 





Conference Plans: 


Near Completion 


large Attendance Anticipated at Style Meeting and Leather 
Opening, September 9 and 10, in New York 


New York—Plans for the Spring 
Style Conference, to be held by the 
National Shoe Retailers Association, 
September 9 and 10, at the Waldorf- 
Astoria Hotel in New York, are rapidly 
assuming definite form and the com- 
plete program will be announced 
shortly. 

The conference next month promises 
to be one of unusual interest, and a 
large attendance of retailers and rep- 
resentatives of all branches of the shoe 
and leather industries is anticipated. 

Simultaneously with the Style Con- 
ference, the First Showing of Ameri- 
can Leathers for Spring will be held at 
the Waldorf, under the auspices of the 
Tanners Council of America. 

“A special effort is to be made this 
season to enlist the interest of retailers 
who have not been regular attendants 
at the Style Conferences held in the 
past,” said John J. Holden, manager 
of the National Shoe Retailers Asso- 
ciation. “The conference offers so much 
of interest and value to shoe mer- 
chants that no retailer should miss 
participating in these semi-annual 
meetings. 

“A frequent question raised by re- 
tailers in this connection is ‘How can 
I give thought and consideration to 
Spring shoes so far in advance of the 
season, at the time when I am mostly 
interested in the promotion and sale 
of Fall footwear?’ 

“There are a number of good an- 
swers to that question, and a little 
thoughtful analysis will demonstrate 
that every retailer must think ahead 
and plan ahead for next season, even 
while he is devoting his energies and 
efforts to the merchandising of this 
season’s shoes. 

“In the first place, if the conference 
is to fulfill its vital purpose of main- 
taining a proper control over the de- 
velopment of style, so that fashion 
evolution may proceed on a basis of 
intelligent planning, it is necessary to 





DATES TO REMEMBER 


Spring Styles Conference, National Shoe 
Retailers Association, Waldorf Astoria 
Hotel, N. Y. ................ Sept. 9, 10 

National Leather Opening, Tanners’ Coun- 

Pr q America, Waldorf Astoria Hotel, 
ag tla roast valent Sept. 9, 10 

ae York State Shoe Retailers Associa- 

tion Convention, Onondaga Hotel, 
Syracuse Sept. 22, 23, 24 

National Shoe Fair and Joint Convention, 
National Shoe Retailers Association 
and National Boot & Shoe Manufac- 
turers Association, Chicago, 

Jan. 6, 7, 8, 9, 1936 

Michigan Retail Shoe Dealers Association 
Convention, Detroit...Jan. 12-13-14, 

Indiana Shoe Buyers Week, Indianapolis, 

Jan. 26, 27, 28, 1936 

Middle Atlantic Shoe Retailers Associa- 
tion 22nd Annual Business Meeting and 
Exhibition, Hotel Adelphia, Phila- 
delphia Feb. 10, I1, 12, 


1936 


1936 





look ahead in order to permit tanners, 
manufacturers and merchants to pro- 
duce and assemble the styles and types 
of shoes which the public can accept 
and which can be sold at a profit, with 
a minimum of losses: due to errors in 
style selections. 

“Moreover, it is important for the 
retail buyer to have an early advance 
picture of the probable trend of styles 
for the coming season, as revealed by 
the consensus of opinion of the best 
minds in the industry. 

“It is true that a summary of all 
of this information is available to re- 
tailers through the published reports 
of the conference. But it is an added 
advantage to be present while the style 
program is actually in the making, to 
hear and take part in the discussions 
and thus to understand fully the rea- 
sons for the various style recom- 
mendations. Retailers who have this 
background of information are better 
able to interpret the style program of 
the Conference, and apply it to the 


particular requirements of their indi- 
vidual communities.” 

The railroads have granted a special 
fare concession that will enable all 
who attend the conference to make 
the round trip to and from New York 
at the regular one-way fare plus one- 
third. To take advantage of this re- 
duced rate a certificate should be re- 
quested at the time of purchasing 
tickets to New York. 


Fall Outlook Favorable 


SEATTLE, WASH.—Uptrend of busi- 
ness in Seattle, and in fact the State 
of Washington, has been faithfully 
charted through a painstaking survey 
of the Seattle Chamber of Commerce. 
In addition, shoe men have also added 
their experiences to this upward move- 
ment of the selling graph, and Frank 
McL. Radford, president of the Bon 
Marche department store, a leading 
shoe outlet in Seattle, has commented 
that, “The outlook for Autumn trade 
in Seattle is distinctly good,” while em- 
phasizing the fact that “retail sales in 
the Pacific Coast district are well ahead 
of all other districts in the United 
States in percentage of gains over last 
year.” 


New Manager for Huggins 


Los ANGELES, CALIF.—Robert M. 
Huggins, brother of Ted Huggins, who 
has been devoting himself to a lemon 
ranch near Glendora, Calif., and who 
still maintains his home on the ranch, 
has assumed managership of the Hug- 
gins’ exclusive shoe shop at 3051 Wil- 
shire Boulevard. Ted still acts as buyer 
for all Huggins’ shops. 

Mr. Huggins grew up in the shoe 
game along with his father and brother 
and brings a life-time of experience to 
the job he now holds. Fred T. Hug- 
gins, father of the two young men, who 
has been busily engaged in the shoe 
game for a half a century in Pasadena, 
is now finding time between spells to 
run around and look over the county in 
which he has spent his active life, but 
like most shoe men, is never so happy 
as when fitting shoes. 
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Modern Store Front Helps Sales 







The Market Shoe Store, which has been in business in Niagara Falls for the past ten years, 


moved last March into the new store pictured above. 


"Formerly," says Henry Podos, the 


proprietor, "we occupied a store with very poor old-fashioned windows. We can definitely 
say that the modern front of our new store has added greatly to the prestige of the 


establishment.” 
opportunity for the display of merchandise. 


Saw-toothed design of the windows, inside of the entrance, gives a greater 


This store features W. L. Douglas shoes for men, with supplementary lines at $2.95 and 
$2.00. Women's novelty shoes are sold at $2.85 and $2.00 and women's corrective shoes 
at $2.95 and $4.00. The store also features a medium price line of children's shoes. 





Shoe Industry Gains Impetus 


ROCHESTER, N. Y.—The shoe manu- 
facturing industry within the confines 
of the Rochester district is going ahead 
with a greater impetus, from the pro- 
duction point of view, than at this 
period a year ago. The advance is 
not confined to any one branch but the 
continued improvement taking place is 
being felt by all of the diversified 
grades of footwear made in this lo- 
cality, from the extreme high quality 
women’s and juvenile lines, and the 
misses and children’s medium grades, 
down to the cheaper grades of slippers. 

Several manufacturers have recently 
improved their product by using steel 
tempered arch-supports shanks in place 
of the combination steel and _ fiber 
board, which has been commonly used 
in the construction of welt shoes for 
many years. These steel tempered 
shanks add considerably more strength 
in the arch of the shoe and gives the 
wearer better support to the foot, 
thereby preserving the shape of the 
shoe, and are said to provide more 
comfort to the wearer. 

Other drastic changes in the con- 
struction of quality made footwear are 
constantly taking place to give greater 
values to our already high-class prod- 
uct. 


In a recent issue of “Rochester Com- 
merce,” Oliver E. De Ridder, president 
of E. P. Reed & Company, said: “Our 
business has held up remarkably well 
all through the depression. Conse- 
quently, we do not look for the gains 
that many other lines would. In com- 
parison of Spring 1934 with Spring 
of 1935, we show a 7 per cent increase. 
I believe the outlook for women’s ani 
children’s shoe business in Rocheste: 
is bright and improving, with the tren 
toward better grade merchandise.” 





Opens New Shoe Department 


ALLENTOWN, Pa.—Hess Brothers, de- 
partment store, has opened a new sho« 
department for men, featuring three 
nationally known brands—Nunn-Bush, 
W. L. Douglas, and Over-All. The pric: 
lines range from $3 to $11. 

The new department will be pro- 
moted as the Men’s Shoe Den. It i 
conveniently located in the men’s stor: 
on the main floor, to the left of th: 
main entrance. 

An X-ray shoe fitter has been i:- 
stalled, together with a complete line «f 
modern fixtures and accessories. 

George H. DeLong has been appoir‘- 
ed buyer for the new department. W.:!- 
ter H. Lewis is assistant manager. 
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MERCHANDISE... 
TOWN FASHIONS 





THE ladies at lunch are wearing dresses typical of the new 
season—dresses that are definitely town clothes, as distinguished from the fall 


clothes of other years, that were equally at home in town and country. 


F OR such clothes as these, sell town shoes of kidskin, dekailed 
with pleats, tucking, novel stitching or any other of the new treatments of the 
seasons. Keep up your stock on brown, because this is a season of color. Specify 


a brown that you've found style-right in color, economical in cutting. 


VODE No. 32 


STANDARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 





When writing advertisers please mention Boot and Shoe Recorder 
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New Mid-West Representative 


CHIcaGo, ILL. — Hallock G. Wright, 
who for the past 8 years has been man- 
aging the Nettleton Shoe Store at 26 N. 
Clark Street, has now been promoted 
to Mid-Western representative on the 
road for Nettleton. The new show 
rooms and headquarters are to be at 26 
N. Clark Street on the second floor. Irv- 
ing Sunderlin is now filling the post of 
manager of the retail store. Mr. Wright 
is taking out on the road with him one 
of the finest lines of Nettleton shoes 
ever put out, and both he and Mr. Sun- 
derlin anticipate an excellent Fall and 
Winter season. 


Boston Store Expanding 
Shoe Departments 


Boston, Mass. — Extensive altera- 
tions are being made in the women’s 
wear store of C. Crawford Hollidge to 
make room for an entirely new shoe de- 
partment to carry children’s shoes and 
for an expansion of the Deb-Mode de- 
partment in which prices range from 
$7.50 to $12.50. This department is to 
be more than doubled in size. 

Both of these departments, as well as 
the original shoe department in which 
only the very highest priced shoes are 
carried, are operated by the Irving Sax 
Company. The children’s department 
will be in charge of Miss Mary Downey, 
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formerly with James McCreery & Com- 
pany of New York City. 

The expansion program increases the 
shoe department space from about 400 
square feet to more than 3000. Dollar 
volume to date this year shows an in- 
crease of thirty per cent over last year. 





Reno Good Shoe Town 


RENO, Nev.—This city, which lays 
claim to the title of being “The biggest 
small town in the country,” consumes 
a tremendous amount of good footwear 
per capita. 

' With-from 10,000 women in the city 
this time of year to 5000 in the Winter, 


*.waiting their six weeks’ residence re- 


quirement, they spend quite a little 
money on footwear. Right now the 
smart thing to do is to live at some 


+ dude ranch and to do the night. clubs 


‘and other entertainments evenings. All 
of this means considerable varied retail 
shoe business which the local merchants 
are taking care of in a fine manner. 





U. S. Leads in Canadian Import 


MONTREAL, CAN.—Imports of leather 
footwear in June were valued at $45,- 
198 as against $65,794 in June, 1934, 
according to the report issued by Do- 
minion Bureau of Statistics. 

The United States supplied $18,962, 
followed by the United Kingdom with 





$11,111. Boots and shoes with canvas 
upper were valued at $12,752, coming 
mainly from British India and Czecho- 
slovakia. Boots and shoes for women 
were valued at $17,956, mainly from 
the United States and men’s boots and 
shoes were valued at $10,320 from the 
United Kingdom at $8,569 and the 
United States with $1,727. 





Associated With 
J. Edwards & Co. 


ROCHESTER, N. Y.—Robert L. Huf- 
fine, formerly of Huffine & Clarke, Inc., 
has become associated with J. Edwards 
& Company, Philadelphia. Mr. Huf- 
fine’s many years of experience on high 
grade quality, misses’ and children’s 
welts, will prove of inestimable value 
in his new connection. 





Shoe Man Plays Host 


York, Pa.—Mahlon N. Haines, 
known here as “Haines, the Shoe 
Wizard,” played host to a group of 
45 Boy Scout officials on an eight- 
day cruise on the Chesapeake Bay, in 
an old sailing schooner. Mr. Haines, 
who is Commodore of Sea Scouts in 
the York Adams Area of Boy Scouts 
of America, led the scout officials from 
Baltimore to Norfolk and took them 
for a day on the high seas before re- 
turning to Baltimore. 





Don’t try to sell up-to-the- 
minute shoes in an out-of- 
date shop. Modernize with 


HOWELL Chromsteel chairs 
and fitting stools! They are 
smart and economical. too. 


HOWELL Me | Store ane 20 


ST. CHARLES, ILLINOIS 
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NEW YORK - CHICAGO 


LOS ANGELES - SAN FRANCISCO or to have been in Chicago and not to 


have savored the very sheen of fineliving 
at the largest of the world’s hotels... THE 
GREAT STEVENS! Two great misses. 

The new beautiful swift automobiles! 
Do you like them? And the new prices? 

Here, too, at THE GREAT STEVENS 
modern operation has created multitu- 
dinous new finesses in living! 

Living is “Streamlined” at THE 
STEVENS! And, from now on, new era 
pricesprevail. Room with bath from $2.50 


THE STEVENS 
CHICAGO 
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WILLOW OXFORD 
Price $2.65 
9375-Black Suede-Calf Trim 


9376 - Brown Suede - Calf Trim 
17/8 Leather Heel--Widths AAA to C 





UW RN OV IR 


VERY shoe in the MYERS line spells more turnover 

for the merchant who handles this fast selling line. 

* Write for a salesman to explain the MYERS 

_ ACCOUNT PLAN. It’s a Profit Plan for all shoe buyers! 


KNOX PERFORATED STRAP 


Price $2.65 
9207 - - Brown Calf 
9201--Black Calf 


17/8 Leather Heel--Widths AAA toC 
SAME IN OPERA AND OXFORD 


SBICCA 


@me 0 — Mathed 


Look for these three seals. When 
shown together they are a bona 
fide guarantee of quality. 











FASTEST MOVING 


SHOE __ HOUSE 














SHERWOOD or CURTAIN AVENUE \~ 


WOMEN'S NOVELTY 
Z BALTIMORE+++++* MARYLAND # 








Appoints Foot Health Stylist 


DetRoIT—N. J. Schorn & Co. have 
selected Ruth Amadon, of Cleveland, 
Ohio, as possessing the knowledge re- 
quired for the highly specialized promo- 
tion of health leathers for footwear and 
have appointed her to the position of 
foot health stylist. 

Miss Amadon has had a broad educa- 
tional background. Born in Mt. Ver- 
non, Ohio, she pursued her elementary 
and high school studies in the public 
schools of that city. Subsequently she 
took a business course which was fol- 
lowed by another year spent in a pri- 
vate school of Columbus, Ohio. She 
then studied in the nursing school of 
the Glenville Hospital of Cleveland. 

She married Dr. Frank Garrett Jones 
of Cleveland and assisted him in his 
duties, adding to her knowledge of the 
factors influencing public health. Upon 
the death of Dr. Jones, she took up spe- 
cialized work dealing with the influence 
of posture on health. Her success in 
this field brought about her elevation 
to the position of district manager, re- 
quiring the training of others and lec- 
turing on this important topic. Of 
interest is the fact that Miss Amadon’s 
grandfather was an old time custom 
tanner, who first made leather and 
later worked it into shoes. 

Bringing this exceptionally broad ex- 
perience into the shoe and leather field, 
she has an opportunity to serve the 


public in promoting health by means 
of properly materialed footwear. Called 
upon at the recent Osteopathic conven- 


RUTH AMADON 


tion for an expression of her ideas, 
Miss Amadon said: 

“IT cannot too strongly urge that the 
materials from which shoes are built 
possess at least the two qualities of 


permitting proper ventilation of the 
feet, and at the same time maintaining 
the shape of the shoe. This latter fac- 
tor has a tremendous bearing on the 
posture of the wearer, and consequently 
on his health. Of equal importance is 
its influence on the style factor, because 
fashionable shoes are no longer fashion- 
able once they have lost their shape.” 
Miss Amadon is preparing a series 
of lectures pertaining to fashion and 
health, and the influence of the shoe 
in promoting these essentials. Her ser- 
vices will be available to retailers and 
manufacturers. She is ready to assist 
both in acquainting the public with the 
real value that exists in fashionable, 
well built shoes, made of materials that 
“breathe” and hold their shape. 


On Vacation Cruise 


NEw YorK — Chester Augenblick, 
sales and general manager of the Mor- 
ris Shoe Co., 143 Duane Street, whole- 
salers of juvenile footwear, sailed from 
New York Saturday, Aug. 17, on the 
S.S. Rotterdam for a two weeks’ vaca- 
tion cruise which will take him to 
Canada and Bermuda. 

The Morris Shoe Co. has just com- 
pleted one of the most successful half 
years in its history, and Mr. Augen- 
blick is looking forward to the Fall as 
the biggest and best season the firm has 
yet experienced. 
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Perpetual Inventory Assures an Increased Profit 
... and Lowers Your Insurance Cost... 
Recorder Stock Record Cards Supply a Perpetual Inventory 


Helps you to “buy 
as you _ sell’’—to 
know whether each 
shoe is paying its 
way with a profit, 
to go light on slow 
movers, to re-size 
frequently on 
wanted style and 
sizes. 


Do Business More Efficiently by Installing the Recorder Stock Record Card System 


MERCHANTS SERVICE —_S 
BOOT AND SHOE RE 


209 Bo, ‘State Bireet, Chicago, Iilinois DEALERS, CHICAGO AREA: 


oy 
( ) Please send me ym oy Be -—, wrt of your Stock 


les Card Recor . ° . ° 
snd" Daly Sato Personal service available on above subjects—also in 
merchandise promotions—at nominal cost. 


When writing advertisers please mention Boot and Shoe Recorder 
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Re-Affirm Labor Rates 


Rubber and Canvas Manufacturers Plan 1936 Production 


New York.— The rubber footwear 
manufacturing industry is entering 
on its program for the canvas rubber- 
soled footwear season of 1936. Before 
the industry starts on this program all 
its members have given another indica- 
tion of their solidarity and of their 
desire to cooperate in maintaining fair 
standards of wages and hours by vot- 
ing unanimously that they will continue 
the wages and hours, also the child 
labor limitations under which they have 
been operating. 

The companies adopting this resolu- 
tion, which represent the entire rubber 
footwear manufacturing industry, are: 
Beacon Fa!ls Rubber Shoe Company, 
Cambridge Rubber Company, Converse 
Rubber Company, Endicott Johnson 
Corporation, Firestone Footwear Com- 
pany, B. F. Goodrich Company (Foot- 
wear Division), Goodyear Glove Rub- 
ber Company, Goodyear Rubber 
Company, Hood Rubber Company, La 
Crosse Rubber Mills Company, Lam- 
bertville Rubber Company, Mishawaka 
Rubber & Woolen Mfg. Co., Phillips- 
Baker Rubber Company, Servus Rubber 
Company, Tyer Rubber Company, 
United States Rubber Company. 

These rubber footwear companies 
maintain manufacturing plants scat- 
tered in various parts of the country 
as follows: Providence, R. I., Andover, 


Mass., Naugatuck, Conn., Cambridge, 
Mass., Endicott, N. Y., Malden,.Mass., 
Hudson, Mass., Watertown, Mass., Mid- 
dletown, Conn., Rock Island, Ill., Lam- 
bertville, N. J., La Crosse, Wis., Mis- 
hawaka, Ind. 

The rubber footwear manufacturing 
industry has an annual output of about 
$50,000,000 wholesale value. While this 
figure gives an indication of the im- 
portance of the industry in volume of 
sales, the number of workmen who will 
be affected by the decision to maintain 
hours and wages is greater than will 
appear from this figure to the casual 
observer because labor represents a 
much higher percentage of the cost in 
rubber footwear than it does in almost 
any other manufactured article. 

The rubber footwear manufacturers 
have made the decision to maintain 
their wages and hours and child labor 
limitations in the face of the fact that 
the cost of their principal raw ma- 
terials, crude rubber and cotton, is 
three or four times as high as it was 
three years ago, and in spite of the 
fact that present wholesale prices of 
rubber and canvas rubber-soled foot- 
wear are lower than they have been 
on the average for the past five years. 
Even so the quality of this footwear 
has been improved constantly and is 
now higher than it ever has been. 





Sales Show Gain 


CoLumBus, OH10—Sales of the Schiff 
Co., 85 N. Fourth Street, chain shoe 
store operators, for the four weeks’ 
period ending July 27, were $795,851.97 
as compared with sales of $675,667.17 
for the same period in 1934, register- 
ing a gain of 17.78 per cent. Sales 
for the first seven months of 1935 were 
$6,324,463.24 as compared with $6,125,- 
296.85 for the same period in 1934, 
a gain of 3.25 per cent. 


Business Increases 100 Per Cent 


CoLuMBuUs, OHIO—W. T. Dickerson 
of the W. T. Dickerson Shoe Company, 
Columbus, announced that his firm, for 
the nine month period between Novem- 
ber 1, 1934, and August 1, 1935, has 
enjoyed a 140 per cent increase in 
business over the same period ending 
August 1, 1933, and 100 per cent over 
that ending August 1, 1934. He re- 
ports that since July 18 the produc- 
tion of the plant has been stepped up 
to 1850 pairs of shoes per day and 
that cutting at this capacity will con- 
tinue until the middle of September. 

Mr. Dickerson, recently returning 
from an extensive western trip, on 
which he visited the Dickerson exhibit 
at the San Diego Exposition and the 
shoe clinic of Dr. Hiss, at San Fran- 
cisco and Los Angeles, observed that 
merchants all through the west are 
looking forward to a very fine Fall 
business. 


The Fall catalogue of the Dickerson 
company was in the mails August 15, 
in anticipation of the biggest stock 
department business in its history. 


O. H. Hassel Announces 


New Store 


CHICAGO, ILL.—Otto H. Hassel has 
announced the lease of the corner space 
in the Leiter Building at Clark and 
Madison Streets for a new Hassel 
Shoes, Inc., store. 

Plans for elaborate remodeling are 
under way for an early Fall opening 
of the second loop store. It will -be 
completely air conditioned and luxuri- 
ously furnished along the lines of a 
club lounge. 

The present extensive store in the 
Monadnock Building at Van Buren and 
Dearborn Streets, where Hassel shoes 
have been sold for the past 35 years, 
will be continued. This store, accord- 
ing to Otto H. Hassel, president of 
Hassel Shoes, Inc., has enjoyed a repu- 
tation for the largest dollar volume of 
any one men’s shoe store in the United 
States. A few doors from the present 
store, in 1876, Henry Hassel founded 
the Hassel shoe business. The district 
at that time was residential south of 
Van Buren Street. 

The Monadnock store will be oper- 
ated by Otto H. Hassel and the grand- 
sons of the founder, Henry and Paul 
Hassel. 
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RIGAT NOW! 


You need a complete stock of the 
best known utility oxford available. 


pana BOHM 


means everything to a 
multitude of nurses, 
beauty parlor operators, 
school teachers, profes- 
sional women and house- 
wives. 


Scientifically designed to 
give the utmost in com- 
fort to active women, it 
has long been acknowl- 
edged as the leader in its 
field. 


New student nurses are 
now entering hospitals in 
every section of the coun- 
try. Be prepared to shoe 
them properly. 


The Clara Barton shoe 
will give foot relief be- 
yond expression to your 
customers. It will give 
you consistent profits and 
an increased good-will 
among your clientele. 


Stock Pattern 


No. 1188. White Elk 
No. 1136. Same in Black Kid 


Write today for catalog 
and complete details. 
We also manufacture Na- 
ture Study Oxfords, Acro- 
bats and Balancers. 


ACROBAT SHOES 


Incorporated 


Dept. 2 FARIBAULT. MINNESOTA 


MAAAAAAAAAAAAAAAAAAAAAAAAA 


Please turn to page 53 
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Men's and Women's 
Slippers 
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EVANS’ SLIPPERS 
Hand Turned, Cement 
or Padded Sole 
For Men, Women, Children 
77 Styles in Stock 


Send for Catalog 

No. 1605, 

Padded sole 
opera 

Tan and Black, 
6-12 D. 

$1.25 










a 


A L. B. EVANS’ SON CO. 
Wakefield, Mass. 


22222333339 
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Bowling Shoes 


el 





BOWLING SHOES 
PRICE 
Men's Women's Oxfords— 
$3.35 $2.25 5¢ less 
Combinatien Sole 
Right Feet 
Rubber Sole 
Rubber Heel 






. Loft Fost 
Me. 22¢ Buckskin Sole 
Rubber Heel 


KS SHOE MFG. CO. 
a itner Sts., Philadelphia 
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Shoe Trees 
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QUICK PROFIT ITEM - 50): 


SIMPLEX SHOE TREES 


SELF ADJUSTING vy A> 


A Gentle Squeeze 
Inserts or Removes 














wauege® J Dimplex 











Discontinues Repair Department 


CANTON, OHIO — Fleischer’s, one of 
the oldest shoe stores here, announces 
discontinuance of its shoe repair de- 
partment and will devote the space to a 
new and modern juvenile department 
which will be opened shortly according 
to Phil Fleischer, owner and manager 
of the store, which recently acquired a 
modern location on the public square. 


Louis Ackman New Manager 


PAWTUCKET, R. I.—Louis Ackman, 
formerly associated with Goodwin’s, 
Brooklyn, N. Y., has been made man- 
ager of the shoe department at Shar- 
tenberg’s, local department store, with 
a large, street-floor shoe department. 
W. Latz, former manager of the de- 
partment, resigned to open a shoe store 
in New York City. 

Under Mr. Ackman’s management, 
the shoe department has been re- 
arranged to make all display conform 
to the lines of the floor space. At the 
same time, this new lay-out furnishes 
more space for fitting. 

A new boys’ and men’s department, 
adjacent to the women’s section, has 
been opened and will feature Sun Dial 
shoes. 

Changes to be made in the near fu- 
ture include a service to dye shoes free 
of charge which Mr. Ackman believes 
will speed sales in slippers since there 
will be no extra charge for dyeing to 
match the garment. Improvements are 
to be made in the store’s fitting service, 
in displays, and, with the Fall stock, 
shoe styles are to be “stepped up” i 
smartness and style qualities. 





Price Schedule Changed 


PORTLAND, ORE.—The retail price 
schedule of the women’s department in 
the Olds, Wartman & King department 
store is being revamped for Fall, ac- 
cording to Buyer O. J. Brandt. Estab- 
lished prices will be $5, $6, $6.75 and 
$8.75. Emphasis will be on the $6.75 
price group, as this price will hit the 
great majority of women. 

This price line will be most complete, 
as it will include everything from welts 
to featherweight in a wide variety of 
patterns, materials and types. Mr. 
Brandt has centered his action on this 
price as he feels its popularity will 
enable him to work both ways from it 
in prices to the advantage of his mer- 
chandising plans. 





Propose New Hospital 


IRONTON, OHIO—-At a recent meet- 
ing of the Boot and Shoe Workers 
Union the members indorsed a move- 
ment for the proposed new city-county 
hospital, a project to be partly financed 
by P. W. A. funds. 





Open New Store 


GRUNDY CENTER, IowA—The Star 
Clothing and Shoe Company has 
opened for business in the Kurtz Build- 
ing, with Harold G. Wilson of Eldora, 
Iowa, a member of the firm, as man- 
ager. 


Purchases Store 


PROVIDENCE, R. I.—Bailey’s Shoe 
Store has purchased the business of 
the shoe retailing business operated as 
Lady Esther and has removed all stock 
to its store. 
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HAND CRAFT SHANKS ... 


are built by hand. They insure 
correct ankle fit, proper tread, 
and give greater support to the 
arch. Hand Craft shoes combine 
the advantages of machine pro- 
duction with many of the quality 
features of hand shoemaking. 
Ten styles carried > stock to 
retail from $8.50 to $10 


HAND CRAFT the CHARACTER Touch in Footwear 
COLE ROOD and HAAN 


Manufacturers of Men’s Exclusive Fine Footwear 
CHICAGO, ILLINOIS 





Ground Gripper-Cantilever 
Shoe Shop Moves 


PITTSBURGH, Pa.—The Ground-Grip- 
per-Cantilever Shoe Shop, located for 
the past four years at 203 Stanwix 
Street, Jenkins Arcade Building, moved 
recently to Oliver Avenue and Smith- 
field Street. The change of address 
places this well-known store near its 
former location in the Union Trust 
Building, where it conducted a success- 
ful business for more than 10 years. 
than 10 years. 

The new store affords a frontage of 
47 feet, which allows splendid window 
display space for both the Ground-Grip- 
per and Cantilever brands. Plans are 
to devote separate windows for men’s, 
women’s and children’s shoes, promot- 
ing the shop as a Foot Health Head- 
quarters, with a type of shoe for every 
type of foot. 

A. F. Cunningham, Eastern District 
Manager for the Orthopedic Shoe 
Stores Company, Inc., spent several days 
in Pittsburgh, not only to supervise 
the completion of a very successful sale 
at the old location, but to assure mov- 
ing without any interruption of busi- 
ness, which was accomplished success- 
fully. Mr. W. W. Nichols, who has 
been associated with the Orthopedic 
Shoes Stores Company for many years, 
is still in charge, assisted by R. S. 
Fickley. 
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Production Resumed by 
Leonard & Barrows, Inc. 


MIDDLEBORO, MaAss.—Production has 
been resumed in the Leonard & Bar- 
rows plant here following the reorgan- 
ization of the company and the election 


ROBERT GOLDSTEIN 


as president and treasurer, respec- 
tively, of Robert Goldstein and John E. 
Lucey. This company, formerly Leon- 
ard & Barrows, Inc., is now known as 
the Leonard & Barrows Shoe Mfg. Co. 
Initial production was at the rate of 90 
dozen pairs per day. 


JOHN E. LUCEY 


The old-established firm of Leonard 
& Barrows, Inc., applied for reorgan- 
ization early last Spring and it was 
feared for a time that it would be 
necessary to wind up its affairs perma- 


nently. Eventually, however, Mr. 
Lucey and Mr. Goldstein, heads of the 
well-known John E. Lucey Shoe Com- 


pany, stepped into the picture and took 
it over in its reorganized form. Both 
of these men, whose ability as shoe 
executives is too well known to need 
comment, will be active in the manage- 
ment of the new company. 


Burke Shoe Store Expands 


RocHESTEeR, N. Y.—New and larger 
quarters are being remodeled for the 
D. J. Burke Shoe Store at its new loca- 
tion, 17 Clinton Avenue North. 

D. J. Burke, president of the com- 
pany, who has been in business in 
Rochester for the last 25 years, said 
sales in the last year, especially in qual- 
ity shoes, justified the firm’s expansion. 
Besides being equipped with mechanical 
devices to speed service, the store also 
will have a stainless steel modernistic 
front and special lighting. 


Rochester Factories 
Start Fall Runs 


ROCHESTER, N. Y.— Rochester area 
factories recently began cutting their 
Fall runs of quality shoes. The activity 
added new impetus to business and em- 
ployment, some factories calling for ad- 
ditional men in cutting rooms for the 
first time since depression days. 

In general, the sustained production 
throughout the summer was regarded 
by both retailers and manufacturers as 
justification of holding to quality stand- 
ards and paring prices only when neces- 
sary. 


Orthopedic Shee Store Moves 
to Larger Location 


BROOKLYN, N. Y.—The Ground Grip- 
per-Cantilever-Physical Culture Shoe 
Shop, formerly located at 288 Livings- 
ton Street, Brooklyn, recently moved to 
298a Livingston Street. Something of 
a record for speed was established when 
the store moved from its old address 
to the present new location in an ex- 
tremely short time. This involved the 
transferring of equipment, stock and 
fixtures. 

The new store is modern in every 
respect and permits the rendering of 
a more complete service along the Foot 
Health Headquarters Plan successfully 
promoted by Orthopedic Shoes, Inc. 
R. Nelson, manager of another Brook- 
lyn store in the chain, is in charge, 
assisted by J. E. Flanagan and J. 
Esposito. 


Shoe Company Incorporated 


DETROIT, MicH.—The Fit-Rite Shoe 
Company has been incorporated to 
operate a shoe store at 3336 Biddle 
Avenue, in Wyandotte, southern suburb 
of Detroit. Incorporators are R. 
Frank, B. Bittker and Meyer D. Stern. 
The store is an old one, operated as an 
annex to Bittker’s Department Store, 
and the new Five and Fifteen Shop. It 
has been operated here by Mr. Bittker 
and his associates for 22 years, and is 
now to be thoroughly modernized. The 
store will be managed by Mr. Stern. 
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ACROBAT SHOES 


arethe original health shoes. 
The product of 43 years’ ex- 
perience in manufacturing 
hi-grade juvenile shoes and 
women’s comfort oxfords. 


Made correctly—for normal 
feet. No so-called corrective 
features. No new experi- 
ments. Just wonderful shoes 
to keep healthy feet happy. 


Acrobat dealers find it ad- 
vantageous to work with foot 
specialists as they readily ap- 
preciate the ease with which 
specific corrections can be 
built into these shoes to take 
care of the particular needs 
of their patients. 


Acrobat shoes are more flex- 
ible, more comfortable and 
wear longer. Their exclusive 
patented features make these 
things possible. 


Investigate Acrobat shoes 
today. Ask us also for de- 
tails of our far reaching 
merchandising plan. 


Jae 22S eeane. 


ACROBAT SHOES 


Incorporated 


Dept. | FARIBAULT, MINNESOTA 
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MRS. DAY’S IDEAL BABY SHOES 
: Infants’ Soft Seles.. 0-3 
Intermediates ...... 1-5 
Flexible Hard Soles 2-6 
Send for In-Stock 
Catalog 
MRS. DAY’S IDEAL BABY 
SHOE 


Locust St. | Danvers, Mass. 
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New Store in Worcester 


Worcester, Mass.— The Empire 
Shoe Co. of New York has opened its 
first store here with a Main Street 
location and a store that is modernized 
in every detail. 

Shoes are featured at one price, $2.98, 
specializing in style and novelty foot- 
wear. Seating arrangement is of the 
theatrical type, all seats facing the 
front of the store in rows of about six 
chairs. The management finds this 
arrangement gives the customers more 
privacy. 

Irving J. Obst, formerly manager of 
a store in Pittsburgh, for the same 
chain, has been made manager. 


Returns from Eastern Trip 


SaLt LAKE City, UTAH—S. M. Solo- 
man, buyer of the Paris Company’s 
shoe department, has returned from a 
three weeks’ trip to Boston, New York 
City, St. Louis and other eastern buy- 
ing centers. He says: 

“Factories are extremely busy and 
prices are on the up-grade. Optimism 
about Fall shoe business is prevalent. 
Patterns in shoes are not radically 
changed. Broad instep straps will be 
much in evidence, a trend likely indi- 
cating a return to Colonial pumps and 
buckles. . 

“Shorter skirt lengths in Fall ready- 
to-wear indicate higher heels, and 20/8 
heels for formal wear. Flats will re- 
main popular with the tall girl who 
likely is responsible for their demand. 
Little spring heels will be seen also. 
Suedes and cloth shoes will be good. 
Suede shoes with alligator will be one 
of the Fall fashion highlights.” 


New Stores in San Pedro 


San Pepro, CALir.—Shoe sales in 
San Pedro, both in chain stores and in 
independent stores, popular price stores 
and in higher price stores, are showing 
decided gains this Summer, the gross 
percentage running from 20 to 40 per 
cent above corresponding months in 
1934, 

Brown Brothers, who operate a high 
class men’s store and feature Florsheim 
shoes, report shoe sales 27 per cent 
above last year. They are finding cus- 
tomers more style conscious and out 
after better merchandise. 

Roy Kain, proprietor of The Brown- 
Bilt store, reports the year as a whole 
so far 20 per cent above 1934. 

Hime-McDaniel, Ltd., quality men’s 
store, featuring Bostonians, reports a 
gain of 32 per cent. F. J. McDaniel, one 
of the proprietors, finds the general 
tone of things improved and optimism 
on the increase among his customers. 
His business, he states, is 90 per cent 
repeat business. 

Kay’s, a chain store managed by M. 
E. Tooker, is 20 per cent above 1934. 

Kirby’s, another chain store, has 
registered a 20 per cent gain, and Gal- 
len Kamps 30 per cent. The former is 
managed by Harry Sherman and the 
latter by E. Blake. Hosiery sales in 
Gallen Kamps have more than doubled. 

The Columbia’s men’s department, 
which features Nunn-Bush shoes, re- 
ports a gain of more than 50 per cent, 
a gain which incidentally applies to all 
departments. R. Grannis, manager 
sees even larger gains ahead. 

Harold’s Bootery, another well known 
family shoe store, reports a 30 per cent 
gain in women’s shoe sales and a gain 
much greater than that in children’s 
shoes. The demand for better grade 
shoes in all departments is very ap- 
parent, according to B. Harold Frankel, 
proprietor. 

Al Murray, proprietor of Al Mur- 
ray’s Bootery, finds business getting 
rapidly back to the pre-depression vol- 
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ume. He is so encouraged that he plans 
on immediate expansion of his company. 

The Walk-Over store is on the up- 
grade as is also shoe departments in 
such nation-wide chains as Montgomery 
Ward and Company and the J. C. Pen- 
ney Company store. 

San Pedro is the harbor city of Los 
Angeles and is really within the cor- 
porate limits of that metropolis. While 
the population, although gaining stead- 
ily, has shown no phenomenal growth 
since the depression arrived, this means 
that the regular residents of the city 
are making and spending more money. 
The United States fleet has something 
to do with San Pedro’s general pros- 
perity but for the most part the harbor 
activities are the most basic in its indus- 
trial set-up. 


Harry Richards Goes to Hartford 


WorcEsTER, Mass.—Harry Richards, 
who has been manager of the shoe 
departments at the John C. MacInnes 
Company, local department store, is 
leaving this city to take up new duties 
at Steiger’s, department store at Hart- 
ford, Conn. There, Mr. Richards will 
have charge of three shoe departments, 
including a women’s street-floor de- 
partment, a women’s basement section, 
and a second floor Kali-sten-iks de- 
partment. 

Up to the present time, the shoe de- 
partments at Steiger’s have been oper- 
ated by the firm itself, but with this 
change, the departments are being 
taken over by the H. Scheft & Com- 
pany, operators of a chain of shoe 
departments, with offices in Boston. 

Mr. Richards has been at the Wor- 
cester department nearly two years, 
after having served the shoe industry 
for several years on the Pacific Coast. 

George Jagodnick, assistant to Mr. 
Richards at the MacInnes’ store, has 
been made manager to succeed his 
chief. 


Low Heels Move Slowly 


PORTLAND, ORE.—No big swing to- 
ward low heeled shoes for women is 
anticipated for the Fall by C. H. Miller, 
proprietor of the Florsheim Shoe 
Store. He bases this on the fact that 
this Spring he had six numbers in high 
heels against two in low heels. The high 
heels sold out easily, while it took sell- 
ing to move the lower heels, even 
though the stock stood more than three 
to one in favor of the high heels. 

“The past season’s business is the 
best barometer for the coming season,” 
stated Mr. Miller. “It must be under- 
stood that we are catering to the 
women of moderate means and to the 
office girls who like dressy street shoes. 
Office girls are the ones who as a rule 
are most appreciative of good shoes and 
they are returning to us in increasing 
numbers each day. Our poor days are 
now running to about what our good 
days were last year.” 
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Weil in Larger Quarters 


St. Louis—Due to its continued 
growth in business season after sea- 
son, the M. K. Weil Shoe Company 
has moved to larger quarters at 1326 
Washington Avenue. This is the third 


M. K. WEIL 


mowe made by this company since it 
began business three and a half years 
ago. Such consistent growth is a re- 
flection of the untiring efforts of M. 
K. Weil, head of the business. The 
floor space in the new location is twice 
the size of the old. Mr. Weil has 
specialized exclusively in St. Louis 
made branded lines. 


Store Remodeled 


SEATTLE, WASH.—Continuing its pro- 
gram of development and consistent 
policy of improvement ever since the 
change of management, and change in 
the shoe department, MacDougall’s 
store on Second Avenue, Seattle, was 
extensively remodeled and altered re- 
cently to provide a new setting for 
incoming Fall merchandise in every 
department. 


Air Condition Store 


PROVIDENCE, R. I.—The first major 
installation of air conditioning in a 
shoe store in New England has been 
effected at Sterling’s, one of the city’s 
largest retail shoe stores. 

The system operates throughout the 
store’s seven departments, not merely 
cooling the air, but lowering the humid- 
ity as well. The system produces ap- 
proximately the equivalent of 40 tons 
of ice daily, effecting a complete change 
of air every few minutes. A thousand 
gallons of water per minute flow through 
the network of piping. 

The system, it is expected by the 
management, will allow greater shoe 
buying on the part of its customers as 
well as better services and health on 
the part of its employees. 








7 STATITE 


The Panco Sta-Tite heel is the nearest approach to heel perfection yet 
devised. Its exclusive construction places a firm wire mesh in the 
base at the attaching surface, with the rest of the heel made up entirely 
of resilient rubber. Additional springiness and nearly double the 
wear is the result. Sta-Tite heels help sell shoes—yet add nothing to 
the price above what other good rubber heels cost. 


PANTHER | 
PANCO CO. Y fr 


CHELSEA, MASS. No. 1,998,988 
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——— 28 Goodhue St., Salem, Mass. 








Where the Children Go 


[CONTINUED FROM PAGE 26] 


from $3.95 to $6. We did not change 
our prices during the depression and 
we are very glad now, because we did 
not lower the standard of our business 
and do not have to do any rebuilding 
of a lost reputation. 

“We do a good business in dance 
pumps. As demand for this type of 
merchandise is heaviest when business 
in street shoes is at its lowest we find 
that the two items dovetail into each 
other well. By working closely with 
the local schools and colleges we. find 
we are able to increase sales. 

“We use postcards largely to sup- 


plement our newspaper advertising. ° 


The penny post cards provide an eco- 
nomical way of contacting our mailing 
list of customers, advising them of new 
styles, special offerings, etc. 

“We keep juvenile purchasing power 
harnessed to our store by offering vari- 
ous prizes in which the children are 
especially interested. When there are 
any shoes to be bought many of them 
will not hear to going elsewhere than to 
our place. 

“While we have taken on shoes for 
women and men, we are glad to report 
that we have lost none of our children’s 
business. The children help draw the 
adults to us.” 
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Customer Not Always Right 
How a Los Angeles Store Handles Unfair Complaints 


? 


THE theory that “the customer is always right even when he is wrong,” is 
not the theory used by Abe L. Greenberg, proprietor of Green’s Children’s 
Shoe Stores, Los Angeles. Mr. Greenberg is very much opposed to that 
theory. 

Evidently Mr. Greenberg’s more assertive policy also works well, as both 
his stores are outstanding successes and his stock of children’s shoes is per- 
haps the largest on the south coast. His store at 5512 Wilshire Boulevard, 
in the very heart of the most exclusive section of the city, is unquestionably 
one of the most attractive salon type children’s shoe stores in America. The 
downtown store is at 542 S. Broadway. 

“We go to all reasonable ends to be accommodating,” says Mr. Green- 
berg, “but nothing in the world is gained by allowing anyone to trample on 
you. Wego more than half way in most cases, particularly if a customer has 
been a good customer for years, but even with such a customer we would 
draw the line were it necessary.” 


Chronic Kickers Not Loyal 


There can be no possible business advantage, Mr. Greenberg says, in 
knuckling under to the chronic kicker, for no amount of yielding will make 
a loyal customer out of such a person. There is the person, he asserts, who, 
in demanding a replacement, makes the statement that some other store 
always did so when confronted with a similar circumstance. “If they treated 
you so well there,” Mr. Greenberg says to such a customer, “why have you 
deserted that store to buy here? If you did not stay with that store where 
they treated you so very kindly I feel certain I would not gain by giving you 
something here that you do not deserve.” That argument is a good one and 
usually sinks home. 

“If the merchant always yields and makes replacements where they are 
not deserved because the unreasoning customers demand such replacements, 
such a merchant is overlooking the matter of mood,” says Mr. Greenberg. 
“Nine times out of ten unreasonable demands are made by a person in a 
moment of excitement. The next day such a person usually would not make 
such demand and usually is ashamed of it. Making the replacement would 
tend to keep him away rather than to bring him back; at least that is our 
philosophy. 

Never Get Angry 


“No amount of unreasonable language could cause me to lose my temper,. 
and when the customer shows anger I say, ‘Now, let’s go at this matter calmly. 
If you have anything coming be assured that you shall have it. That is. 
settled. But you won’t get it a second quicker by getting angry about it!’ 

“The names of known chiselers and kickers are taken from the mailing list. 
The big reason for this is one that many may not think about. It is this: If 
a person dislikes you or is nurturing a grievance, the constant coming of 
letters and mailing pieces merely keeps up the irritation and keeps him from 
getting over it. A letter to such a person is like throwing salt on a sore. It 
is better to give such a person a respite and then in a few months he may 
get over it. We have had a few sore-heads entirely recover through lack of 
attention. 


"We Exchange Customers!" 


“We have an ‘exchange customer’ remark, true in any good store, that 
always helps. Here’s what I mean: When the occasional customer demand- 
ing another pair of shoes or money back tells me that he is going to such-and- 
such store next time, I always say, “That’s a very good store and yet only 
the other day we had a dissatisfied customer of theirs come to us. So, you: 


















BOOT AND SHOE RECORDER, August 24, 1935 


see this is merely a matter of exchanging customers! None of us can please | 

everyone but most of us try!’ | 
“Right along this line, too, comes our chance to tell the customer that 

the largest and finest department stores in town are not our enemies but our 

friends and are constantly sending us customers. Few kickers have thought 

of this and it is quite convincing. It is something that must be true of every 

children’s shoe store of high class where specializing is the order of the day. 


Don't Base Whole Policy on Incidents 

“The plan of acting as if ‘the customer is always right’ is a plan of basing 
the entire policy of the store on the occasional incident. Every unjust kick 
is merely an occasional incident and unfair kickers are few and far between. 
Should they be rewarded for their unfairness or unreasonableness while the 
fair and loyal customer gets only his money’s worth and no more? It would 
seem to me that if a fellow has anything to give away he should give it to his 
friends, not to those who are proving themselves otherwise. 

“T must repeat lest you get the wrong impression that unfair demands are 
not usual but rare. 

“They are becoming fewer and fewer. Of course it usually is our policy 
to ‘buy up’ our merchandise when buying. The salesman’s samples are 
nearly always improved upon. We have so improved some stock: numbers 
that they have been placed in stock by manufacturers. We pay no attention 
to chiseling competitors and never practice price cutting. We do our level 
best to give perfect fits and perfect service, my wife as well as myself. Doing 
that we know in advance that legitimate demands for replacements or cash 
back must be few. We have the consciousness of having done as nearly the 
right thing as is humanly possible at the time of the sale, and right there is 
where the strength of the merchant in maintaining his rights and his balance 
should always begin. 





“No, sir, the customer is not always right and in my opinion the merchant 
who acts as if the customer were always right is gaining nothing and is losing 
a lot. Any sweeping policy which holds the customer as infallible surely 


is merely a confession of incompetence on the part of the dealer.” 





Continue Distribution of 
Welfare Shoes 


BuFFALo, N. Y.—Four members of 
the Buffalo Shoe Retailers’ Association 
are continuing to act as distributors of 
shoes to welfare applicants under the 
experimental plan which expired June 
30, at the close of the city’s fiscal year, 
under which the merchants received a 
10 per cent commission. 

Although the 1934-35 contract with 
the Endicott, Johnson Corp., of Endi- 
cott, N. Y., manufacturers of the wel- 
fare footwear, expired June 30, the city 
purchasing agent is continuing to buy 
at the contract price, sufficient quanti- 
ties each month to meet the require- 
ments of 38,000 families receiving wel- 
fare relief. 

It was reported at the offices of the 
city purchasing agent that specifica- 
tions for the 1935-36 contract are being 
prepared with the cooperation of the 
Buffalo Shoe Retailers’ Association. 
No date, however, has been set for re- 
ceiving bids. The request for bids 
must be advertised for 30 days and 
then 15 days must elapse for their con- 
sideration. Under the city charter 
another 30 days must elapse before a 
contract can be awarded, so that it will 


be late in October before the new con- 
tract can be placed. 

The 1934-35 contract provided for 
approximately $200,000 worth of shoes. 
Purchases since the expiration of the 
contract have been close to $3,500 
monthly. The big demand starts in 
September when the schools re-open 
and children must be outfitted with 
shoes. The stores acting as distribut- 
ing agents carry a normal stock of 
about 2200 to 2400 pairs with requisi- 
tions made daily to fill in the model 
stock. Each store is under a $3,000 
bond to protect the city against substi- 


tution of inferior footwear but not a | 


single case of fraud has been reported 
since the experiment started. 


Center Business In One Store 


BALTIMORE, Mp.—Wyman’s _promi- 
nent shoe retailers will center their 
retail shoe activities exclusively at their 
main store at 19 W. Lexington Street, 
which is now undergoing remodeling. 
The concern will discontinue its “Junior 
Shoe Shop” at 10 West North Avenue, 
in the North Avenue Market Building, 
and will transfer the footwear activi- 
ties of that shop to its main store. 
The upper floors are being remodeled 
into a modern junior shoe shop. 
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Women's Shoes 
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HAND TURNED 
FOOTWEAR 
IN STOCK 
Ne. 156 Black 
Kid $2.35 Vv 






VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 








A NEW EVENING SANDAL 
BEAUTY 
From America’s Largest Sandal Dept. 


[Over 100 Numbers In Stock] 





4312 Black Balile ..cccccccccscccccece 2. 
4314 White Faille ......-..seeseessees 2. 
95 Last, Short Vamp, 21/8 Louls Heel 
AAA to C Widths 
Send for New Complete Fall Bulletin 
Terms 2% 10 Days Net 30 F.O.B. Factory 


HANNAHSON’S, Haverhill, Mass. 














Promoting Fall Hosiery 


Kansas City, Mo.—Paul’s Women’s 
Shoes, Inc., 1012 Walnut St., is featur- 
ing a Zephyr, three-thread, 48-gage, 
guaranteed, ringless hose for 79 cents 
that is proving very popular. This is 
offered in all shades. Service weight 
and medium weight hose are sold for 
59 cents. 

Miss Ernestine Hoyle, who has 
charge of the hosiery department, will 
shortly display the new Fall shades, 
about which she is very enthusiastic. 
Among the very new shades are Bur- 
gundy and Hemlock, deep shades of 
red and green respectively. These will 
fit in with the suede shoes which will 
be shown in similar shades. A very 
sheer Whisper hose, two-thread, will 
be offered in these colors. Pewter and 
Flint will also be popular, Miss Hoyle 
believes, as they will go well with al- 
most any color. 

Paul’s has been open here since last 
December, and the business has shown 
a steady increase since that time. 
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Wisconsin Group Re-elects Mayer 


Plan to License Shoe Fitters Considered at Convention of Shoe 





Retailers in Madison—New Directors Chosen 


MapIson, Wis.—Theodore G. Mayer, 
Wausau, was reelected president of the 
Wisconsin Shoe Retailers’ Association 
at its annual convention, Aug. 11 and 
12 at the Park Hotel, here. Thomas 
Hamilton, of Berlin, Wis., was re- 
elected vice-president, and Milton Bou- 
cher, of Manitowoc, Wis., secretary- 
treasurer. 

New members of the Board of Di- 
rectors are: Otto E. Thureen, Viroqua; 
B. J. Friedel, Wausau; John Harold- 
son, La Crosse; Arthur L. Huegel, 
Madison, and Joseph I. Hyland, Madi- 
son. 

Instructed to make a report of their 


findings to the Board of Directors, 
President Mayer named a committee 
to study plans to license shoe fitters 
and to design a placard or emblem for 
the association. 

The licensing provision contemplated 
licensing of expert shoe fitters by the 
association. Fitters so accredited by 
the shoe men would be obliged to pass 
an examination, and, once so accredited 
or licensed, could display a certificate 
or placard advertising this fact. 

Members of the shoe fitters commit- 
tee are: Mr. Mayer, Mr. Huegel and 
Maurice Fitzsimmons of Fond du Lac, 
Wis. 





Ault-Williamson to 
Expand Production 


AUBURN, Me.—William H. Bain, gen- 
eral manager of Ault-Williamson Shoe 
Co., announced this week that orders 
have been placed for additional machin- 
ery to increase production of their 
factory. 

The increase in factory capacity was 
made necessary by a steady increase 
in the sale of Air Tred Shoes, since the 
recent addition of a line to retail at 
$5 as a companion line to the regular 
$6.50 Air Treds. Mr. Bain states that 
from results shown this season, plans 
are being made for an increased pro- 
duction next season. 

Richard P. Boothby, sales manager 
for Ault-Williamson, recently returned 
from an unusually successful selling 
trip, during which he opened a number 
of important Air Tred department 
store accounts. Mr. Boothby reports 
that there is a decided increase in 
interest on the part of wide-awake re- 
tailers for “air cushioned” shoes. This 
modern feature is right in line with 
the “air mindedness” of the times, and 
the comfort-giving benefits of this type 
of shoe is winning thousands of new 
women wearers daily and making re- 
tailers more enthusiastic over their 
business-creating possibilities. 





Murray S. Rolfe Affiliates 
With Dalsimer 


PHILADELPHIA, Pa.—Murray S. Rolfe, 
for many years manager of the Del- 
man Store, New York, and style asso- 
ciate of Mr. Delman, has been ap- 
pointed general manager of the Dal- 
simer Shoe Store, Philadelphia. Re- 
cently, Mr. Rolfe was manager of the 
shoe department and associate buyer 
at Saks-Fifth Avenue. Previously, he 
was buyer of style shoes for Bonwit 
Teller, Philadelphia. 

Mr. Rolfe brings to Dalsimer a re- 
markable fashion background and crea- 
tive and selling experience. These 
talents, allied with Dalsimer reputa- 


tion, are expected.to place this well- 
known store in the forefront of Amer- 
ica’s fashionable shoe stores. 

It is Mr. Rolfe’s policy to “grade 
up,” for he believes that times have 
definitely turned and the demand for 
better merchandise will increase. 

Concentrating on smart fashion, a 
new advertising, merchandising and 
selling campaign will be launched this 
Fall. The aim will be to enhance the 
prestige of Dalsimer as a fashion head- 
quarters of Philadelphia for men’s, 
women’s and children’s shoes. 





New Collegiate Shop 


Los ANGELES, CALIF.—Rust colored 
carpeting in broadloom, walls in three 
tones of tan, and tall mirrors offer 
beautiful contrasting background for 
the rich, green leather upholstering of 
the J. W. Robinson Company’s new col- 
legiate shoe shop for girls and young 
women on the fourth floor. The con- 
trast makes the shop one of the most 
outstanding salon type shoe shops in 
the city. 

The furniture is modern’ with 
chromium plated frames, the walls are 
hung with botany prints and improved 
type torchiers make the shop restful 
with indirect lighting. An opalescent 
lighting effect marks the entrance. 

“In this shop,” says August C. Joest- 
ing, who is acting as manager under 
Paul Kirsh, buyer, “we feature one 
price only, $8.75. We aim to specialize 
on collegiate types that girls can buy 
at a medium figure—short vamps, 
round toes, etc. 

“Evening sandals which college girls 
like and riding footwear including jod- 
phur are also features. Right now we 
play up five dollar bags to match our 
footwear. The demand in the shop has 
from the first been very brisk.” 

One of the best lighted stock rooms 
in the city, with all outside windows, 
is an outstanding feature of the new 
shop while daylight lighting equipment 
to show the true colors and tones when 
viewed in the mirrors has been in- 
stalled. 
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PORTRAIT OF A MAN PUTTING THE {CART BEFORE THE *HORSE 








This is the man who didn't think horses mattered, anyway. After all, the cart had two 
wheels and with a little pushing it could get along without the horse. And, of course, when 
the cart didn't move the man said the bottom had fallen out of everything, and nothing 
was the same any more. 


EPILOGUE Don’t starve the horse that pulls your sales cart. 
National advertising without distribution or dealer cooperation is use- 
less when your're selling shoes. Men and Women rely implicitly on the 
shoe dealer to help them select comfortable, durable and stylish shoes. 
If the dealer isn’t sold on your shoes, he'll sell his customers somebody 
else’s shoes. Boot and Shoe Recorder is your protection at this critical 
moment when it is up to the dealer to say whose shoes will leave his 
store. That’s why it pays to use Boot and Shoe Recorder first. 


* Horse—Boot and Shoe Recorder Advertising 
+ Cart—National Advertising 
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When writing advertisers please mention Boot and Shoe Recorder 













THE TICKET 


Autumn tones of brown, tan, 
orange, and gold are offered 
in the seasonal card and price 
ticket illustrated. The oak leaf 
design, and appropriate color- 
ing assure a perfectly blended 


The display card is 8” x 14”. 
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CARD HOLDERS 


Oval base—burnished gqoid— 
three-color trim. These modern- 
istic holders take any size card, 
and harmonize with the finest 
window display fixtures. 


Supplied with annual services. 


window trim. oo 















































BOOT AND SHOE RECORDER, August 24, 1935 


Autumn Window Cards and 


Tickets Ready. Let Them 







Attract Customers 





DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 







14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 
women's hosiery, store service, fitting, quality, styles. 
Single cards, 60c each—without text, 35¢ each 












ATTRACTIVE HAND LETTERED PRICE TICKETS 


Samples of in-stock 





In popular denominations and blank. 





tickets available. 





WITHOUT STORE NAME: 6 dozen, $1.10—I2 dozen, $2.00 
WITH STORE NAME: 100 tickets, $3.00—200, $5.00 





MERCHANDISING AIDS 























Polly Clips 
PouyCue . 
for Price Tickets ~ a 
EE a5 ebb a cwcns =e pe: 
a” RE a recare 
: on 
s\ 6 





Polly Shoe Holder 
To display arch, branded, and PROROER 
fibre-sole shoes. Always re- 
mains in upright position. seeceese 


















Recorder Stock Record 

















Tickets 
for shoe cartons. Cyclone clips 
included: 
OLDER, ie hak panded ons $1.25 sessecee 









Pat. Pending .j§j-= = !UW...... cee eeeeecrs 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling phrases. 
or blanks. 


12 dozen (printed or blank) $2.00 
6 o ii} il) we 























(Cross out 


SPECIAL: 


Combination of one gross Polly 
Clips and one gross Arrows, only 
$5.00. 


SERVICE 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN, supplies merchandising and display suggestions 


each month. 
SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


{MPRINTED PRICE TICKETS, with prices as wanted, to assure well blended 
trim, are 35c per fifty, additional. 


CARD 
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OD SS STATE 


OWNER 
STREET 


$1.00 
for 


For 


cash in advance, full year’s 





SERVICE | MONTHLY HOLDERS TICKETS 





month. 


No. | $5.00 6 100 


-] 
¢ 
~ 
a 
a 
et 





No. 2 4 100 


per 





. per year, payable 


card holders. 


No. 3 


month additional 


we agree to pay 
each month’s service deliv- 





For this service we will pay 
service, 5% discount. Checks 
from forelgn subscribers 
must be drawn on U. S&S. 
banks, or Include exchange. 
if for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 
ered, and agree to return the 








der, 
per 


No. 4 




















° | y CO la 
/Miacl (oupor oro! | 209 TIECOVALY 


Cheek with order, please, uniess C.0.D. preterres 


FOR ITSELF + IN Ill oor € SHOE. 
(elf INCREASED BUSINESS we, 




















AUGUST, 
per fifty, 


continuing monthly for one 
IMPRINTED 


..» consisting of 
. card holders (with 


the first month’s service), 
at 35¢ 


1695 | | 1545 


“L”: Cream board; “Z": Orange and “C” Midnight blue “B”: Blue bar with 
silver bar and dark green design on and vermilion de- orange sunburst on 
blue trim. corn-color board. sign on buff board. silyer board. 

“A”: Same design 


additional. 




















blank tickets each month, 
TICKETS, 


Please enter our order for the 
Recorder “Selling Messages,” 


beginning with 


white board— 
brown bar—orange 
sunburst. 


Size: 12” x 234”—Prices an epposite page. 


“When writing advertisers please mention Boot and Shoe Recorder 
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CLAWIFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 





SALESMEN WANTED 





SHOE Salesmen desiring a pocket side line 
paying good commissions and easy to sell, 
ns Paul Hunter, 86 Ellicott St., Buffalo, 





SALESMEN: New York’s largest distributors 
of in stock slippers and comfort shoes. 
Commission. Side line men considered. Ad- 
dress E-391, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





G ALESMEN—Side line misses’, growing girls’ 
shoes. Poloner Shoe Co., 110 West Broad- 
way, New York City. 


SAL .ESMEN: Fast line of Women’s | Novelties 
in stock proposition. $2 and $3 retailers. Com- 
mission basis only. No advances. States of 
Virginia, West Virginia and Maryland. Send 
details and references in first letter. UNITED 
SHOE CO., 19 N. 4th Street, Philadelphia, Pa. 








W ANTED— Experienced salesmen to sell lead- 
ing lines of rubber footwear and men’s and 
boys’ shoes. Territories open in Illinois, In- 
diana, Michigan, Ohio and Wisconsin. Give 
full particulars in first letter. LOUIS KEER 
SHOE COMPANY, INC., 45 S. Wells St., 
Chicago. 


POSITION WANTED 


WANTED TO PURCHASE 








MANAGER-SALESMAN DESIRES CON- 
NECTION—15 years’ experience with In- 
dependent and chain stores. 36 years old. Can 
furnish references. Address E-384, care Boot 
& Shoe Recorder, 239 W. 39th Street, New 
York, N. Y. 





Need A Chicago Man? 


Have covered the Chicago terri- 
tory for the past 35 years with 
just two lines of men’s shoes. Am 
now open for a good strong line 
of men’s medium priced shoes to 
sell in the city and immediate sec- 
tion. Know the trade thoroughly. 


JOHN GOEBEL 


6544 Newgard Ave., Chicago, Ill. 











LARGEST manufacturer of spats making na- 
tionally advertised brand is rearranging all 
territories; drawing account against liberal com- 
mission to salesmen with following among shoe 
and men’s furnishing buyers. Address E-388, 
care Boot & Shoe Recorder, 209 So. State St., 
Chicago, Ill. 


W ANTED— Salesman to carry as side line on 
commission, 25 patterns in women’s welt arch 
shoes made with long leather counters retail- 
ing at $4.00. Carried in stock AA to EEE. Ter- 
ritories open, Eastern Pennsylvania, Connecticut, 
New Jersey, Illinois, Ohio. Address E-387, 
care Boot & Shoe Da eae 239 West 39th 
Street, New York, 











LINE WANTED 





LINE of shoes wanted for Greater New York. 
Abr. Laks, 190 Varet St., Brooklyn, N. Y. 








FOR RENT 


WASHINGTON, D. C., store for rent. Lovely 
store for high-class shoe shop; 100 per cent 
location on F W. Two modern windows; 
four-year lease; $800 per month. _ Possession 
Sept. 1, 1935. Owner, 4303 16th St., N. W., 
Washington, D. C 





RADUATE registered foot specialist.—seven 

years clinician—manipulator. Ten years 
master shoe fitter corrective shoes. Desires con- 
nection. Will go anywhere. Address E-390, 
care Boot & Shoe Recorner, 140 Federal St., 
Boston, Mass. 








MANAGER WANTED 


ANTED: MANAGER OF RETAIL 

JUVENILE STORE. STATE AGE AND 
EXPERIENCE: ALSO REFERENCES. RE- 
QUIRE EXPERT FITTING. EXCELLENT 
OPPORTUNITY. Address E-389, care Boot 
& ~~ . 239 West 39th Street, New 
Yor 











WANTED TO PURCHASE 











Buyers of Surplus Stocks 
wey will buy surplus or entire stocks of shoes 
from manufacturers, bers or retailers 
QUANTITY NO OBJECT 


KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 





CASH FOR BRANDED SHOES 
RETAIL OR FACTORY STOCKS 


References: I. Miller, Nunn-Bush, Geller, Beck, 
Saks—5th Avenue, Melville, Bostonian, \ 
BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 5181 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Etc. ” 

IRVIN RUBIN 

“The House of Jobs’’ 

89 Reade St. Cor. Charch 

Phone Barclay 7-7887 New York City 

















MERCHANTS’ NEEDS 











Phone Werth 2-5377 and 5378 








Dr. Pyle Foot Oscillator 


improves impaired or sluggish circulation by imparting 
to the soles of the feet soothing, invigorating oscilla- 
tions; stimulates nerve terminals; increases circulation of 
the feet; breaks up ad- 
hesions. 

customers 

foot relief. 

ting easier and quicker. 
Steps up sales and 
prestige. Now in use by 
leading department 
stores and retailers 





throughout the country. 
Full details on request. 

















Write your nearest distributor 


Boston aoe Shoe Dept., Chicago, Ill. 
Vi-Ped-Ex Co. w York, 13 E. 37th St., q 
Marmer’s, ss26 _ a “Ave., Cincinnati, Ohio 














address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed-advertisements. Mini- 
mum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
(a= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “@e] 


In all other cases each word of the 














ee a 


he hoe. oe ee oe eee 








BOOT AND SHOE RECORDER, August 24, 


1935 


Page 63 











BUSINESS OPPORTUNITY 


BUSINESS OPPORTUNITY 











* 


Boston 


course of instruction. 


clinics. 


Write for catalogue to 


415 NEWBURY ST. 
* 





MIDDLESEX SCHOOL or PODIATRY 


A Department of Middlesex College 


Podiatry is the only uncrowded profession. 
services of qualified chiropodists is universal. 


The Middlesex School of Podiatry offers the standard three years 


Students enjoy the facilities of a fully equipped medical school 
with university and hospital affiliations. 


Practical training is amply provided in large dispensary and hospital 


The school is coeducational and a high school education or its 
equivalent is required for admission. 


HIRAM B. DONALDSON, Dean 


MIDDLESEX SCHOOL or PODIATRY 


* 


Waltham 
The demand for the 


BOSTON, MASSACHUSETTS 
* 








Store Moved to New Location 


Detroit, MicH.—Dr. Reed Cushion 
Shoe Store moved recently from Wood- 
ward Avenue to a new location at 217 
West Grand River Avenue. The new 
store occupies about the same floor 
space, but is better laid out as a nearer 
square type of store, with nearly double 
the frontage, giving two windows, and 
a side window on a main alley in addi- 
tion. This side window, which is being 
trimmed for use as a corner, practically 
faces toward the important Washington 
Boulevard shopping center. 

Bernard Lachs, manager of the store, 
is very much pleased with the first 
week’s sales in the location. The new 
Arch Smith Cushion shoe is selling 
especially well, he reports. 

A unique window design which will 
later be used in other Dr. Reed stores 
throughout the country was introduced 
first here this week. This is a stage 
like sign with the motto, “Like walking 
on velvet,” with a pair of legs, about 
three inches long, projecting from each 
letter. These are moved back and 
forth by mechanism in rhythm, at- 
tracting much attention. A_ slowly 
moving cylinder underneath bears vari- 
ous legends advertising the shoes, the 
whole being effectively done in blue, 
bronze, and white. 


Rain Helps Nashville Trade 


NASHVILLE, TENN.—The very heated 
Summer season, that had verged into 
a drought, was broken Aug. 13 with 
a fine rain in Middle Tennessee and 
later in West Tennessee. Merchants, 
despite the hot weather, have enjoyed 
above the average Summer trade, and 
the department and shoe store heads 
freely anticipate an improvement in 
Autumn trade of 20 per cent over last 
Autumn. 


To Assist Paul Berwald 


Kansas City, Mo.—Max Harris, who 
has been manager of Berkson’s shoe 
department for the past six years, has 
gone to St. Louis to become assistant to 
Paul Berwald of Senack Shoe Co. Mr. 
Harris has been succeeded here by 
J. S. Hoagland, formerly with Berk- 
son’s in Topeka. M. Bates, who was 
assistant to Mr. Hoagland, has suc- 
ceeded the latter in Topeka. 


Good Summer in Memphis 


MEMPHIS, TENN.—Shoe stores have 
enjoyed a very good Summer trade in 
oxfords, and fine shoes have moved 
well. The Summer has been very hot, 
but relieved by rain in the middle of 
the month. 

The outlook is excellent for Autumn 
with good crops and fuller employ- 
ment. 

A conspicuous feature of the Sum- 
mer months, and one still much in evi- 
dence, is the remodeling of stores, par- 
ticularly new fronts and displays and 
in some cases entire floors. With won- 
derful lighting and. decorative features, 
shoe stores present a new aspect here 
over former years. There are a very 
great number of retail stores on North 
and South Main and several new places 
on the uptown end of Union Avenue. 
They are employing in most instances 
a good many salespeople. 

Halle’s new store at 103 S. Main St., 
which will handle both shoes and ap- 
parel, approaches completion. It is air- 
conditioned. It is a five-story structure 
acquired by the firm which will soon 
move from its long-time location at 105 
S. Main. 

Cook and Love at 42 S. Main, near 
Warner’s Theater, have a_ beautiful 
store showing elaborate lines of men’s 
and women’s footwear. Nunn and Bush 
shoes are featured for men. 





MERCHANTS’ NEEDS 





Get your copy of ‘Dancing 

Dollars.” An interesting and 

oo folder that tells 

smart shoe men how te a’ t 
a very desireable and highly profitable 
tride. Write SELVA & SONS, Inc., Dept. 
“B.”’ 1607 Breadway, N. Y 








A PHENOMENAL SUCCESS 
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THE DUNDE SHOE RESHAPING 
MACHINE 

A Sensational Shoe Reshaping Machine. 
Practical for conforming of shoes. Eco- 
nomical operation. Eliminates slipping at 
heels, gapping at sides. Practical for 
every fitting need. Dealers everywhere 
are satisfied users. Send for catalog. 


DUNDE_ SHOE_ RESHAPING DEVICES, INC. 
13 EAST 37th ST. NEW YORK, N. Y. 

















Moves Shoe Store 


Sturcis, Micuo.—Homer B. Jacobs, 
who has conducted a shoe store here 
for the past 25 years, is closing out 
his stock and will remove to Kala- 
mazoo, Mich., where he will engage in 
the shoe business at West Michigan 
Avenue and Oakland Drive. 


Denver Has "Market Week" 


DENVER, CoLo.—Market Week, an an- 
nual gathering of wholesalers and re- 
tailers of Denver, Colo., and surround- 
ing trade territory, is being taken 
advantage of by one of Denver’s lead- 
ing shoe retailers. 

W. B. Poltera, manager of Baker’s 
Shoe Store, announces that he has on 
display at the Auditorium, where the 
meetings are being held, more than 40 
different styles of women’s shoes. 

Advertising value of the stunt is un- 
told. Although no placards can be 
used to advertise a company having a 
display, announcers tell the name, ad- 
dress, and telephone number of all com- 
panies having displays several times 
during each session. Mr. Poltera be- 
lieves this is more valuable than 
placard advertising. 
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Our Advertisers In This Issue 








Reptiles Popular at Huggins 


Los ANGELES, CALIF.—All-over rep- 
tiles in various Fall shades are finding 
favor among Huggins’ customers both 
in Los Angeles and Pasadena. 

The Huggins shop, at 3051 Wilshire 
Boulevard, is showing reptile in ma- 
hogany, blue, green and russet, and 
each of these is popular both in ties, 
pumps, and in one-straps. No decor- 


ative motif of any kind save the natural | 


decorative effect of the leather is in 
sight, the heels are built up leather 
running in nearly all instances not 
above 18-8. The caps are also per- 
fectly plain. Russet is the leader 
among the various shades, blue and 
brown so far have been running about 
even in popularity. 

A feature of the Fall sales so far 
has been an increased demand for 
green, a shade adopted for a tie-in with 
several shades of wearing apparel. 

In the wide one-strap shoe, specta- 
tor in appearance and making a big 
hit in Los Angeles, sometimes referred 
to here as a belted spectator, mahogany 
is showing itself a leader with black 
and blue, each trailing close behind. 

Among fabrics certain types of suit- 
ing, somewhat coarser than gabardine 
as usually conceived, are meeting with 
approval especially when combined with 
alligator. Alligator covered heels are 
usually selected by Huggins’ customers 
in preference to others, the alligator 
leather also forming interesting cap 
designs. Blue has an edge on other 
colors in these fabric-alligator num- 
bers, but green again is showing up 
surprisingly strong. 

Among suedes those combining with 
lizard or with calf are moving out 
toward the front of the battle line, but 
to date suedes have not come first as 
they have in many stores among early 
Fall selections. Suedes did not start 
to move out in quantity in fact until 
Aug. 15, Mr. Huggins stated. The 
suede procession is expected to be on 
in full force by Sept. 1 or even earlier 
if the weather man keeps cool. 





To Open New Units 


CHICAGO—Two Chicago shoe chains 
will open new units this Fall. Maling 
Bros., Inc., now operating nine units 
here, will open a new unit in the up- 
town area at 4720 Sheridan Road in a 
new building being erected on that 
site. The Gray Goose Self-Service Shoe 
Stores announce the opening of a new 
unit on the South Side at 7450 Cottage 
Grove Avenue. 
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A shoe is 


3% Many years 


First, it is dishonest; second, 
who can beat us in that game.” 


be leather should be leather. 


looks to be what it isn’t. 


Number Three of a series of thoughts entitled 


* 


Let's Face the lFacts 


to be penny wise and poand foolish. 


we didn’t build a line of cheap shoes. This was his answer: 


“There are two reasons why we don’t skin our shoes. 


3% These ‘few words explain the reason for our policy of 
solid leather construction for Star Brand shoes. We have always believed that everything 
that everybody buys is accepted for what it appears to be. Therefore a shoe that appears to 


3% An honest man can sell shoddy shoes, but he will not 
sell many if he represents them for what they are—and unless he does so, he is taking unfair 
advantage of the people who buy them. It is deception to sell something on its looks that ’ 


%& Our company has been built on quality. We have never 
claimed to sell the cheapest shoes and make no such claim now. By maintaining quality at all i 
times, the welfare of our customers has been safeguarded and protected. It has won the 
respect and confidence of the consuming public—a real asset in any business. 


“Star Brand Shoes Are Better’ 







not an article about which 







ago someone asked Mr. Oscar Johnson why 










there are too many others 














































- our << rag to to @reneh 
show you this — 
IT WILL PAY YOU. ST. LOUIS 
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ROBERTS, JOHNSON RAND 





of international Shee Co. 
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“igi and men who sail them must prove themselves seaworthy and fitted for 


responsibility. Captains of industry and business must have as equally exact 


knowledge of their position in markets as mariners on the sea. They rely only 


upon proven results. 


Security rides with the purchase of something proven for dependability. You have. 


that reliability in Levor's white washable kid leather ... “THE WHITEST WHITES.” 


60 years’ of tanning experience and over a generation of specialization in whites. 
throughout each year bring to you distinct satisfaction in doing business with a. 


supplier whose leather is pre-eminently reliable for salability and service. 








RELIABILITY 


established through the satisfactory sales of 
more than a hundred million pairs of Levor 


white kid shoes during the period of special- 
‘ ization. 


ES WERINNEST WiHtltas” 


The triumph of specialization and the safest 


source of profits for shoe retailers and manu- 
facturers. 


G. WEVOR & CO. UNC. 


GLOVERSVILLE NEW YORK 
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SHOES and 
LEATHER 


Go Naturally Together 


And Everyone Knows: 


HOTEL NEW YORKER 
The path to profit is a straight line be- NEW YORK 
tween the Hotel New Yorker and the shoe 
district. Only two blocks away from your hotel is the shoe head- 
quarters of the nation. 


The Hotel New Yorker seems to be the center for everyone and 
everything connected with the shoe business. Shoe factories dis- 
play. Shoe salesmen entertain and shoe buyers select the foot- 
wear of a nation at Manhattan’s biggest hotel—and one of its 
newest—the New Yorker. 


Located within walking distance to everything . .; mid-town busi- 
ness houses, Times Square, Pennsylvania Station. With 2,500 
luxurious rooms designed for your utmost comfort . . 
each with tub and shower bath, radio, servidor and 
circulating ice water ... priced from only $3 a day. 
With four inviting restaurants . . . where you can 
Hotel New Yorker enjoy a club breakfast for 20c or a de-luxe dinner, 


RESTAURANT PRICES with Clyde Lucas’ music, for $2. And service and 
@ BREAKFAST “atmosphere” just right. 





In the tall 43-story New Yorker you'll have all New 
York at your feet. Come and enjoy a visit. 


You get a lot for a little at the New Yorker. Which 
you, knowing values, will appreciate. Better look 
in, next time you’re in town. 


(FREE: Interesting map of New York, showing 
dig dap il main motor highways, local transportation facilities 


Manhattan Room ,...$1.00 to $1.75 and places of interest.) * 
Summer Terrace ..... $1.50 to $2.00 











RE aud the 
ORKER arg 


34TH STREET AT 8TH AVENUE, NEW YORK + RALPH HITZ, PRESIDENT 
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AND PROFITABLE 


Am-O-Pepics present a happy combination—a shoe 
that has a style and comfort appeal, yet one that 
brings you a good margin of gain. 

The new Fall line of Air-O-Pedics has been designed 
to meet style requirements, so that when a woman 
buys Air-O-Pedics she knows her shoes are correct, 
whether she likes a conservative model or one of our 
newer high-style shoes, built on a “down to the wood” 
last. Air-O-Pedics are correct in important constructive 
features too. Read our “Nine Reasons Why.” 

Air-O-Pedics are made of the newest, popular 
leathers and are priced at $6.50 and higher with a 
generous mark-up. More than 100 styles in stock, and 
all sizes and widths. For information, write to the 
Air-O-Pedic Shoe Company, Brockton, Mass. 








NINE REASONS WHY 


AIR-0-PEDICS 
WILL INCREASE YOUR PROFITS: 





Correct fit: Air-O-Pedic 
lasts allow the ball of the 
foot to fall in its natural 
position. 


2 Metatarsal arch supported 
without strain. 


Air-O-Pedic Arch: Com- 
fortable, because it's sci- 
entifically correct. 


4 Steel shank: Air-O-Pedic’s 

scientifically designed 

arch is preserved bs 
steel shank gwhich will 
withstand a weight of 
300 pounds. 


5 Extra ease for cuboid 
bone: Ample room here 
perfectly balances the 
weight between the ball 


and heel-tread, keepin 
the foot in a norma 
position. 


No slipping; no gapping: 

6 Air-O-Pedic Shoes fit se- 
curely. No chafing and 
no friction to wear out 
hosiery. 


Non-binding vamp and 
throat line: Gives comfort 
and relief at an important 
point of pressure. 


8 Cushioned heel rest: Air- 
O-Pedic heel rest—a shock 
absorber at every step. 


9 Newest styles in all the 
wanted colors and 
materials. 








AIR-0O0-PEDIC 


SHOE COMPANY, BROCKTON, MASS. 


™ Loretta pH SHOE — Brockton, Mass. 
hould like to know more about 
the Fall line of "Air. Pedic Shove. Will you be so 
id as to have one of your representatives call? 








Address__ 
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23.000.000) 61 
WILL NEED/¢y 
Are You Prepared| ig 



















5026 Women’s White Duck 
bal oxford, ventilated 
genuine leather in- 
TE wesicsenecs 2%/8 


— -Misses’ ....... 11/2 
fa—Child’s ..... 6/10% ) 
$027 —feme in Block TO RETAIL AT 
5020M—Men’s white Duck Bal 


ox to r a. ventilated 8 00 
genuine leather in- 
aegtiees AS DD Cents to FI- 

5008 —Bope’ ........ 2% /6 

5020'2—Youths’ ....... 11/2 

5020/%4—Little Gents’. 6/10% 

5021M—Same in Brown 


5022M--Same in Black 











WE ARE COOPERATING WITH 
THE NATIONAL BOOT AND SHOE 
MANUFACTURERS ASSOCIATION 
IN CONTINUANCE OF MINIMUM 
WAGES. MAXIMUM HOURS. AND 
CHILD LABOR REGULATIONS. 
UNDER WHICH THE SHOE MANU- 
FACTURING INDUSTRY HAS BEEN 
OPERATING. OUR MERCHANDISE 
IS MANUFACTURED UNDER 
THESE CONDITIONS. 























Ask the E-J salesman in your 
vicinity to show you the complete 
line. 


5014M- Men's Black Duck 5049mM— 
upper, white cut- 
out sole, black un- 
derlay, white inner 
foxing, ventilate! 





$040M—Men’s White Duck 
upper, black tire 
tread sole, ventilated 


































genuine leather  in- genuine leather in- es 
eee Bie ;\ | gare. tus min soe, — 

~ + ae ER “P} \o\ 5014. Boys’... 2%/6 54844 — 
tittle | Men’. 6/10% 5012M—Same in White 5047M— 
43M@—Same in Brown 5013M-—-Same in Brown 5048M— 














5015M. -Same in Suntan 





JISTUDENTS 
GYM SHOES— 
ll to Meet the Demand? 


“Bring your gym shoes to school 

tomorrow”. This order will go out 

within the next few days to millions of 

students of all ages in schools and 

colleges. Physical Education is as im- ON 
portant today as the Arts and the right bal, oxford, Sanded 
type of footwear for gym work is nec- 
essary for the proper building up of 
young bodies. 


Serve this great market with E-J Gym 
shoes. Stress this most important fea- 
ture—Standon Genuine Leather 
Insoles keep feet cool, properly sup- 
ported and don't curl or crease, thus 
offering valuable protection against 
burning and soreness which result 
from strenuous running about on 
gymnasium floors. 


We can ship these gym shoes to you 
at once. Order today and get your 
share of this profitable Fall business. 


5024 —Same in Women’s 


5049M—Men’s Brown Duck 
upper, heavy white pep- 5060M—Men’s White Lace-to- 
per sole, white inner Toe oxford white imi- 
foxing, ventilated genu- tation crepe sole, ven- 
ine leather insole 6/12 = genuine a 
nsole 


5049 —Boys’ _ insole 

5049Y%—Youths’ 11/2 ; : . Fn is 

Sen ame. f \ —Little Men's. 6/10% 

so Mee in ia ‘ f ! ; 2M. Same in Black <p 
—Same in Suntan aa \ — “ oF 

5048M—Same in Black - M in Brown 




















Gler- 5° Ae 
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ST. LOUIS, MO. 
N&W YORK CITY. 
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ENUINE Palm Beach Cloth has just passed 

through a season of strenuous tests in men’s 

and women’s shoes. Many thousands of pairs have 

been sold and worn, and many of them, no doubt, 

subjected to plenty of ill treatment by the wearers, 
yet there was not one single complaint. 

It will pay you to feature shoes made of Genuine 
Palm Beach Cloth for 1936. Tried and proven, 
it’s delightfully cool, sheds dust and dirt, is easily 
cleaned, and the durability of this excellent fabric 
is beyond comparison. 

For the coming season Genuine Palm Beach 
Cloth is available in a selected assortment of pat- 
terns designed to please the most fastidious taste. 

Insist on Genuine Palm Beach Cloth for your 
warm weather footwear. There may be imitations, 
but the real fabric has never been copied. The 
famous trade-mark of Genuine Palm Beach Cloth is 
available to those manufacturing shoes of this 
fabric. 


Cash in on this tremendous prestige. 


Rec ud PA orr 


THE CENUINE CLOTH 


Manufactured by Goodall Worsted Co. 
Exclusively Distributed by 














£ 
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cant be wteng ox ORTHEASE 


A few of the long list of dealers who Y 
are successfully retailing Orthease: os ai 4 


Gimbel Bros., New York City 


Amalgamated Shoe Products, Ltd., London, 
England 


Bloomingdale Bros., Inc., New York City 

Sommer & Kaufman, San Francisco 

Gude’s, Los Angeles 

R. H. White Co., Boston 

Famous-Barr Co., St. Louis 

Hochschild, Kohn & Co., Baltimore 

Loveman, Berger & Teitlebaum, Nashville 

May Co., Los Angeles 

Edw. Malley Co., Hartford 

Hecht Co., Washington, D. C. 

Gimbel Bros., Philadelphia 

Gimbel Bros., Pittsburgh 

Burdine’s, Miami : , 
‘ The Potter Shoe Co., Cincinnati The orthopedic houseslipper 

Rollman & Sons Co., Cincinnati in-stock in black and blue. 


The Golden Rule, St. Paul ‘ 
3 to 10, AAA, AA,A,B,C and D 


L. S$. Donaldson Company, Minneapolis 

Halle Bros. Co., Cleveland 

Dr. Hess-Foot Clinic, Los Angeles TO RETAIL AT $2.50 
Walk Over Shop, Los Angeles 

H. C. Capwell Co., Oakland 

S. J. Brouwer Shoe Co., Milwaukee 


We have been requested to withhold 
the names of many other prominent re- 
tailers. They can be furnished upon 
request. Send for your samples at 
once. 


NEO PED INCORPORATED 
JERSEY CITY NeW JERSEY 


When writing advertisers please mention Boot and Shoe Recorder 
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“TO MY WAY 
OF THINKING / | {| 


AND MODERN AIRPLANE 

TRAVEL HAVE A LOT IN COMMON. 
EACH IS A THRILLING EXPERIENCE 
. . AND EACH IS A SYMBOL OF 
TODAY’S PROGRESS.” 


TWA Douglas Skyliner 


it 


a Pe TT 





a 
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Style Shoes for Women 


ARE SETTING THE PACE FOR THE SHOE 
INDUSTRY IN THE MARCH OF PROGRESS! 


Ausrep SHOES, featuring ‘‘Cush- 
ioned Walking,’ are meeting with an unprece- 
dented interest and consumer enthusiasm for an 
obvious reason. These glamorously styled shoes 
appeal both to a woman’s sense of beauty and to 


her common sense of comfort. 


AIR/ STEP 





. 


introduces the most revolutionary advance 
in the construction of women’s style shoes 
since the first pair of leather shoes. 




















The unique aerolastic cushion between the 
in-sole and the out-sole that distinguishes 








these modern shoes, extends the full width 
of the sole, cushions every step. Hard side- 
walks are turned into soft, yielding carpets. 


TO RETAIL 
PROFITABLY 


AT “ 








It takes just a few steps in Air-Step to create the 
most whole-hearted booster your $5 price range 
ever had! High heels, slim lasts, novelty pat- 
terns and other style niceties no longer spell foot 
troubles for style-minded women. 


What would this type of shoe mean to you in 
building a following in your department? A 
letter or wire will bring a representative to place 
all the facts before you, without obligation. 


Wes Snoe Gowigasnyg, 


Manufacturers - - St. Louis 
Also makers of BUSTER BROWN SHOES 


Note: Brown Shoe Company Owns Exclu- 
sive United States Rights to Manufacture 
These Shoes. 
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PONTAN 


UNIFORM IN TEXTURE 
COLOR AND QUALITY 


No detail is overlooked in testing ‘ | 1s — gla — 
, ; : ions found in ifs use as a shoe lining. 

PONTAN QUARTER LINING before it 

leaves the Du Pont plant to become a 


part of a shoe. 


4 


Continual laboratory tests with the best 
instruments known to science are the 
guardians of quality and uniformity. 


This instrument is 
used fo test Pontan 
for its tensile 
strength. 


age 
‘3 


The microscopic examination of all raw 
materials entering into the manufacture 
of Pontan is made to catch those flaws 
that would pass the naked eye. Finished 
material receives the same test. 


GU PONT 
ON 


REG.U.S PaT.OFF 





A miniature mill of laboratory type is 
used to check repeatedly the various 
steps in manufacturing process. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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TAKE OFF FOR A 
SUCCESSFUL FALL 
AND WINTER SEASON 
WITH 


e MOONGLOW.. 


The Queen of Evening Fabrics. 
A pure dye unweighted all silk Jacquard crepe— 


¢ PRISCILLA CREPE... 


A genuine shoe crepe of luxurious beauty— 
plus economy of good service— 


¢ CRYSTAL FAILLETTE.. 


A taffeta texture with superior yarns for durability— 


DYEABLE WHITES 


LAWRENCE SCHIFF & CO. 


450 FOURTH AVENUE ea ianmniaai NEW YORK CITY 


When writing advertisers please mention Boot and Shoe Recorder 
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bi 





practical and popular products of mod- 


ern machines and processes. Leading 
manufacturers and retailers have found 
in UCO Lockstitch and LITTLEWAY Lock- 
stitch Shoes the three essentials de- 
manded by discerning women — style, 


comfort and flexibility. 


@ Their rapidly increasing popularity 


is significant. 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 
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SHOE MANUFACTURERS 
ADRIAN SHOE CO.. o> 


Goldberg, 
Women’s genuine Sbiccas, $4.00 and $5.00. 
BEST Homy co., 6. msnainede & CO., INC., 


Goldberg, loward J. Engquist, 
Women’s Stylish Footwear, qoneling: Silk and Felt Bath Slippers, $1.25 te 


In stock, $3.00, $4.00 and $5.00. 


BILLIKEN CHILDREN’S SHOES, MELROSE SLIPPER Ce., 
J. W. McHenry 


Sinon BK. Wax, 
Boudoir Slippers, $1.00 to $2.00 
THE meee SHOE Co., 


y) 


eee emant SHOE CO., 
Marks, 
Men's” and Boys’ Dress Shoes, $3.00, $4.00, 


$5.00, $6. 
BROWN soll co., 
oA Pankau, Sid Armstrong, Ben Davis, M. Crane. 
All types of footwear for and from infants to 
grown-ups 
WwW. 8 CHASE & SONS, INC., 
Howard J. Engquist, F 
_ 4 Sole Slippers and Boys’ Operas. 
tts, meos, Fausts, Cavaliers, Open Toe 
Sandals, $27 75 to $6.00 
COMMONWEALTH SHOE & LEATHER CO., 
Simon Ruwitch and John Roedder, 
“‘Bostonian 


i t, 
B. Jane Miller ry Shoes, $7.50 to $10.00; 
Miller Welts, $6.50 to $7.50 


MONDL MFG. ee 
me. J. 


ist, 
in Spars for Men, Women, Boys and 
, 59¢ $2.50; Children’s Pla-Shus; 
Men’s Basket Bell Shoes ; Bowling Shoes; Avi- 
ators” and Skating Helmets 


moune CITY SHOE Co., 
Panka' 


oume Hine of women’s and children’s shoes on 
case lot faetory basis, $2.95 downward 


NATURAL BRIDGE SHOES, 
J. le icWenry, 
Women’s Arch type, $4.00, $5.00, $6.00 
vous SROE MFG. CoO., 
Ld ,G. Adams, 


en’s arch and sport type Goodyear Welts. 
33.00 00 and $6.50 


QUEEN QUALITY SHOE Co., 
a of Qo Shoe Co.), 
a 
Women's High Grade — $6.50 to $8.60; 
De Luxe Grade, $8.50 


P. REED & CO., 
r, 


i & RYDER CoO., 


H. Wen 
Men’s & Women’s “‘Copegs,”” $8.50 to $10.00; 
Men’s Welts, $6.50 to $7.50 
ae TERRY CoO., 
Dave A. Marks, 
General line of men’ s, women’s and children’s 
shoes in stock 
DOROTHY DODD SHOE CoO., 
(Branch of International Shoe Co.), 

Julian man, 
Women’s High Grade om. $6.50 to $8.50; 
Handcraft Grade, $8.50 u 

var ape pt co., 
J. Kline and Paul Kline, 
Men's & Boys’ Dress Shoes, Work Shoes and 
Cuts; Ladies’ and _ Children’s Shoes; 
“‘Standon’’ Tennis Shoes; Rubber Footwear 


EPHRATA SHOE CO., INC., 


Lou Brown, 
Children’s Pre-Welts, $1.50 to $2.95 
veneer er SHOE CO., 


women’ 8 ey Girls’ McKays and Welts, $3.95 to 


Tle, 


Z 


YU LUO US 
Yeyf yl 7: 


fl 
ll 


WZ, 





Footwear; maaielts Gir) 

ebred 50; 

$7.50 and $8.50; “‘Matris 

Shoes,’* 0. 00, $10.50, $12.50 


R. J. SAWYER, INC., 
Howard J. Eng ngquist, 
pots Dlain vamp Indian Moceasins, $2.00 


= /4 
Vd 


qj 
M-< 4 ff] 
ff ff- 


fi 


SHERWOOD SHOE CoO., 
re — Coens, Middle West, 
»_ Chicago and vieinity, 
Mrs. Belle a A. LePine, paenee office, 
Ladies’ Shoes, $5.50 to $7. 


SWAN SHOE CO., INC., 
Howard J. Engquist, 
Foot Gluy Pullman Slippers Children’s Pre- 
Welts; Zipper Bathing Shoes; Locker Sandals 


iy 
LI 


naarene ~~ ape. co., 


wanie’ ‘teay ‘Novelty Shoes, $3.00 


ee SHOE CO., 
ave W. Saifer, 
wane s Compos, $3.00 and $4.00 


HUNTINGTON SHOE CORP., vores “ese ConP., 


A. J. Doyle, mon 
Men’s Dress Welts, $4.00 and $5.00 Formal and Boudoir Slippers, $2.60 to $10.00 
KNIGHT SLIPPER MFG. CORP., UNIVERSAL sitet MFG. CO., 


Howard J. Engquist, e 
Padded Sole Slippers for Men, Boys, Children neere PR. Shoes, $3.0 $5. 
and Women, 79¢ to $2.00 Novelties, McKay, Compo, welts, a3 ov h-4 "$5.0 0 


qeay he SHOE MFG. CO., Special order only. 
oward J. Engquist, 
Rr Ry ey Rog ; wiagonaln SHOE co., 
jandals, ppers an m, ‘ootwear; Pa : ° » 
Sole and Leather Sole Woolskin Slippers; Men’s - g Athletic Footwear, $3.00 to $12.00 
and Women’s Bowling Shoes and Oxfords 


A 


q? 





| Pe’ YT vd nunuvi@r ivy 


m 
[= 
yl 


l 


yl yf 





j= jit 
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RETAIL SHOES 


JONES TREADEASY SHOE SHOP 
NURSE SHOE CO 

O'CONNOR & GOLDBERG 

DR. REED CUSHION SHOE Co. 


OTHERS 


ARNOLD BROS. & CO. (lasts) 

BEE HIVE SHOE REPAIRING CoO. 

BOOT & SHOE RECORDER 

CAMERON & CO. (shoe store seating) 

CHICAGO SHOE TRAVELERS’ ASSN. (club rooms) 

FELTMAN & CURME SHOE STORES CO. 
(general offices) 

ROSMAN ADJUSTMENT CORP. (Collections) 

THE BOWCRAFT CO., Shoe Ornaments 
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THE TICKET 
oye 


FALL 


Autumn tones of brown, tan, 
orange, and gold are offered 
in the seasonal card and price 
ticket illustrated. The oak leaf 
design, and appropriate color- 
ing assure a perfectly blended 
window trim. 


The display card is 8” x 14”. 












OXFORDS 


GO 
: \ eo 




















CARD HOLDERS 


Oval base—burnished gold— 
three-color trim. These modern- 
istic holders take any size card, 
and harmonize with the finest 
window display fixtures. 


Supplied with annual services. 
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Autumn Window Cards and 


Tickets Ready. Let Them 


Attract Customers 





DISPLAY CARD SAMPLES, HARMON IZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 

each month for men's, women's, children's shoes, 

women's hosiery, store service, fitting, quality, styles. 
Single cards, 60c each—without text, 35c each 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 
tickets available. 


WITHOUT STORE NAME: 6 dozen, $1.10—12 dozen, $2.00 
WITH STORE NAME: 100 tickets, $3.00—200, $5.60 


MERCHANDISING AIDS 








Polly Clips 
PouyCue orem 
é Tickets—Adijustabi 
for Poceidats Seeing ttre 
Yo gross ........... . $2.25 
one $4.00 


: ; 
Polly Shoe Holder 1 F 


To display arch, toseted. and [CORDED 


fibre-sole shoes. Always re- 


























mains in upright position. Saeseeasea |. 
BUM os 55. oh ea hes $1.65 
VIGBOR. Sci ccte See $3.00 AO 
Recorder Stock Record a 
Tickets 
for shoe cartons. Cyclone clips Pie... 
Pouy SHOE included: 


— eee $1.25 
——— 1000... ers oe 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are. obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling phrases, 
or blanks. 


12 dozen (printed or blank) 
6 Ld o ii] ow 


SPECIAL: 


Combination of one gross Polly 
Clips and one gross Arrows, only 
5.00. 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 


average size town, suburb or city shopping center. 

STORE WINDOW BULLETIN, supplies merchandising and display suggestions 
each month. 

SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards. 
supplied free. 


IMPRINTED PRICE TICKETS, with prices as wanted, to assure well blended 
trim, are 35c per fifty, additional. 





SERVICE | MONTHLY HOLDERS 


BLANK 
TICKETS 





Ne. | 


6 





Ne. 2 


4.00 


4 





No. 3 





Ne. 4 























IN 


g FOR ITSELF - 
Gg INCREASED BUSINESS 
| /Miil Conpor Vow! 





‘545 


§@%5 








it| 
Dak 



































(Cross out 


lines not carried.) We wish IMPRINTED TICKETS @ 35¢ per fifty, In following 


quantities and denominations: 


SERVICE 


CARD 


SHOW 


SORE AA ESS SSS 
ag a a ae I BS meee ee 


We sell Men’s, Women’s, Children’s Shoes and Women’s Hosiery. 


STREET = 


For 
for 


deliv- 


ANNUAL 


month. 


























. per year, payable 


per 


month additional 
ered, and agree to return the 
eard holders 


each month’s service 


per 


from foreign subscribers 


For this service we will pay 
cash in advance, full year’s 
service, 5% discount. Checks 
must be drawn on U. &. 
banks, or Include exchange. 
if for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 
der, we agree to pay $1.00 


FOR 


MERCHANTS SERVICE DEPARTMENT 
BOQT € SHOE 
HeCOVAEV 


209 S:STATE ST: CHICAGO-:ILL: 


i 
4 
t 
j 


--» consisting of 
. IMPRINTED 


- card holders (with 


“L”: Cream board; 
silver bar and dark 
blue trim. 


“Z": Orange and 
green design on 
corn-color beard. 


“C” Midnight blue 
and vermilion de- 
sign on buff board. 


“B”: Blue bar with 
orange sunburst on 
silyer board. 

“A”: Same design 
white board— 
brown bar—orange 
sunburst. 


Please enter our order for the 
Recorder “Selling Messages,” 
beginning with AUGUST, 
continuing monthly for one 
the first month’s service), 
blank tickets each month, 
TICKETS, at 85¢ per fifty, 
additional 


POO mw mn ew tw ome mee es ce ee emcee ee ceessecses 


Size: I'/” x 234”—Prices on opposite page. 





When writing advertisers please mention Boot and Shoe Recorder 
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BOOT AND SHOE RECORDER, August 31, 1935 











VISUALIZATION 
STIMULATES 
BUYING: : 


EOP 7 ONDER LI ERE SER 











ISUALIZATION is probably the 
greatest factor in stimulating the 
desire to buy. Fairy Forms, presenting 
merchandise to flattering advantage, 
will draw window shoppers into your 
store and make them customers. Take 





There is a Fairy I 
Form for every 
type of shoe, and 
they are made in 
all the popular 


dvant f th t sales help offered 
SEvaENEG? C5 ae ee sae ey ae colors. 


by Fairy Forms. Remember — Fairy 
Forms Sell Shoes. 








SHOE FORM j ey peaeuen COMPANY, Ine. 


ff 











AUBURN, N. Y. 


NORTHAMPTON, ENG. MEXICO CITY, 
MELBOURNE, AUSTRALIA Manufacturing Branches MEXICO 
PARIS, FRANCE United Last Co., Ltd., Montreal, Canada FRANKFORT, GERMANY 








When writing advertisers please mention Boot and Shoe Recorder 





